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PEA  I 
HUIUNC 
EQUIPMENT 


Our  entire  organization  special¬ 
izes  in  the  manufacture  and  ser¬ 
vice  of  Green  Pea  and  Lima  Bean 
Hulling  Machinery.  We  do  not 
make  any  machinery  for  inside 
of  a  canning  plant  to  divide  our 
efforts. 

Our  line  of  Pea  Hulling  Machin¬ 
ery  is  complete  and  includes 
Viners,  Viner  Feeders,  Viner  Power 
Units,  Ensilage  Distributors,  Steel 
Viner  Sheds  and  Galvanized  Field 
Boxes  for  shelled  peas. 

May  we  help  you  improve  your 
pea  or  lima  bean  pack — and  your 
profits? 


I  I  |M  A  C  H  I  N 

KEWAUNEE  WISCONSIN 

Estsbiisfied  1880  •  Incorporated  1924 

GREEN  PEA  HULLING  SPECIALISTS 


CUT  DOWN  WASTE 


Loss  in  breaking  up  and 
sieving  tomatoes,  pumpkins, 
squash,  apples  and  other 
fruits,  vegetables  and  berries 
may  run  as  high  as  9% — 
unless  your  machines  ore 
built  to  get  rid  of  the  waste 
without  losing  a  lot  of  pure 
pulp. 

SPRAGUE-SELLS 

PULPER  and  FINISHER 


You  can  retain  all  the  tasty,  nutritious  material  with 
just  the  amount  of  roughage  you  want  and  discard  only 
the  actual  waste.  Tests  have  shown  a  saving  of  5% 
to  9%  after  installation  of  this  equipment.  Figure  out 
what  that  would  mean  on  your  tonnage — then  get  full 
information  and  prices  on  these  two  practical  machines. 

SPRAGUE-SELLS  '«■ 

SUPER  PULPER  \ 


Made  in  2  sizes. 
No.  50  handles  5 
to  15  tons  per 
hour. 

No.  100,  10  to  30 
tons  per  hour. 


SPRAGUE-SELLS 
SUPER  FINISHER 

Used  after  the  Pulp- 
er.  Reduces  piilp  to 
finest  possible  con¬ 
sistency.  Makes 
product  smoother, 
more  attractive. 


TO  PROGRESSIVE  CANNERS 

These  are  only  2  of  the  machines  we  manufac¬ 
ture  for  Conners  who  are  endeavoring  to  raise 
standards,  improve  qualities  and  render  effi¬ 
cient  service  to  the  trade  and  the  consumer. 
We  invite  inquiries  for  information  on  modern 
canning  machinery  for  any  and  every  purpose. 


Modern  Canning  Equipment  for  All  Food  Products 


iiinWlrijjlKi 


(Sprague-Sells  Division)  / 
HOOPESTON,  ILLINOIS  \ 

SEND  THE  COUPON 

FOOD  MACHINERY  CORPORATION  C-501-T 
(Sprague-Sells  Division)  HOOPESTON,  ILL. 

Please  send  □  Super  Pulper 

Full  detaUs  of  the  □  guper  Fin&her 

□  Your  complete  General  Catalog. 

Name _  _ ■ 
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Biggest  word  to  Crown  customers  is  SERVICE. 
Since  service  is  such  a  general  term,  here’s  exactly 
what  we  mean ! 

SERVICE  that  includes  fast  deliveries  from 
nearest  factory  of  dependable  cans. 

SERVICE  by  experienced  field  men  on  depend- 
i’ble  closing  machines . . .  Service  men  are  as  near 
as  your  telephone. 


CANS  OF  UNVARYING  QUALITY 

Almost  endless  experiment  has  made  available  to  Crovrn 
customers  a  remarkably  comprehensive  service  on  enamels 
and  coatings  for  every  type  of  food  product.  Crown’s 
selection  of  prime  tin-plate  insures  uniformity  and  abso¬ 
lute  quality  control. 


SERVICE  in  the  field  by  Research  men,  all  trained 
bacteriologists,  who  put  theory  into  practice  and 
‘‘take  off  their  coats  and  stay  until  the  problem 
is  licked”. 

SERVICE  by  sales  representatives  who  are  the 
vital  link  between  customer  and  home  office. 

But  it’s  the  alert,  eager  spirit  of  helpfulness  of 
Crown  men,  their  desire  to  put  plus  value  into 
their  work,  that  makes  Crown  SERVICE  such 
an  outstanding  attraction  to  canners. 

CROWN  CAN  COMPANY,  PHILA.,  PA. 

Division  of  Crown  Cork  and  Seal  Company 
BALTIMORE  ST.  LOUIS  HOUSTON  MADISON  ORLANDO 
FORT  WAYNE  NEBRASKA  CITY 
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AND 


HELPFUL 


TO  BRING  DOWN  OVERHEAD- 


but  here’s 

a  better  way! 


machine  is  a  simple,  compact  unit 
— precision-built,  micrometer-* 
accurate. 

But  any  machine  will  operate 
better  if  it  receives  good  care. 
That’s  common  sense.  Neglect  to 
clean  and  oil  equipment  causes 
deterioration — makes  parts  wear 
out  more  quickly  than  actual  use. 
That’s  why  Continental  is  offering 
all  canners  these  helpful  hints  for 
the  care  of  closing  machines: 

1.  High-speed  bearings  or 
moving  parts  should  be  oiled 
more  often  than  ordinary  parts. 

2.  A  high-grade  lubrication  for 
grease-gun  application  should 
be  used.  {Or  a  free-flowing  oil 
in  ordinary  oil  can.) 

3.  Following  the  packing  season, 
machines  should  be  washed  and 
steamed.  Then  sprayed  with  fine 
oil  by  steam  hose.  The  steam 
evaporates — the  oil  remains. 

Perhaps  you,  too,  can  bring 
down  your  overhead.  If  you  want 
frank,  helpful  advice  on  any  can¬ 
ning  problem — consult  Continen¬ 
tal.  If  you  want  better  service, 
cans,  and  equipment — come  to 
Continental. 


Are  you  interested  in  saving 
money?  Well,  how  would  you 
like  to  slash  $510  off  your  over¬ 
head  in  one  year?  Here’s  how 
one  Conner  did  it.  Like  everyone 
else,  he  was  anxious  to  operate 
more  profitably.  He  couldn’t 
very  well  raise  his  prices — too 
much  competition.  So  he  checked 
up  on  his  maintenance  costs  and 
found  that  his  closing  machine 
equipment  was  costing  him  $600 
a  year  in  repairs,  replacement 
parts,  and  spoilage. 

That  seemed  like  a  lot.  An  ex¬ 
pert  assured  him  that  it  was  a  lot 
and  gave  him  some  sound  advice. 
The  Conner  installed  new  clos¬ 
ing  machines.  And  he  did  some¬ 
thing  else.  He  cleaned  and  oiled 
his  closing  machines  during  and 
after  each  run.  What  happened? 
Nothing.  Not  a  single  breakdown 
or  line  jam  in  a  whole  year.  In 
12  months  his  maintenance  cost 
dropped  to  $90! 

This  is  an  actual  case  from  our 
files.  The  expert  was  a  Continen¬ 
tal  sales  service  representative 


and  the  closing  machines — Con¬ 
tinental.  Naturally  it  was  easy  to 
keep  those  machines  in  perfect 
condition,  and  here’s  the  reason. 
Continental  closing  machines  are 
sturdier  and  more  dependable. 
For  Continental  is  a  pioneer  in 
the  use  of  non-corrosive  metals 
for  vital  parts — parts  that  resist 
all  kinds  of  acids  and  stand  the 
gaff  of  constant  use.  And  every 
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/BANNED  FOODS  IGNORANCE  — At  times  we 
{  have  said  that  more  than  80  per  cent  of  our 
country’s  population,  and  a  much  higher  per¬ 
centage  in  all  other  countries,  are  fearful  of  canned 
foods,  or  at  least  have  no  confidence  in  them.  We  have 
been  criticized  for  that  expression,  and  canners  have 
said  to  us  that  the  people  now  know  canned  foods,  like 
them  and  use  them,  as  witness  the  tremendous  con¬ 
sumption  of  them,  and  the  rapidly  growing  outputs. 
We  remember  retorting  once  that  even  many  canners 
lack  complete  faith  in  all  items  of  canned  foods,  and 
we  proved  it  with  one  of  the  old,  experienced  canners 
as  a  test.  Try  it  on  yourself.  You,  of  course,  have 
full  confidence  in  the  goods  you  pack,  but  get  away 
from  them  and  take  up  any  one  of  the  specialties.  Can 
you  open  a  can  of  such  food,  and  eat  the  contents  with¬ 
out  a  feeling  of  uncertainty,  to  say  the  least?  You 
know  you  can’t.  And  that  is  why  the  American  Can 
Company,  and  other  leading  supply  sources  to  this 
industry,  are  working  so  hard  to  educate  the  consuming 
public,  by  educating  the  domestic  science  teachers  and 
others.  That  is  why  the  National  Canners  Association 
is  constantly  busy  on  this  job  through  its  Home 
Economics  Division,  over  which  Miss  Ruth  Atwater  and 
Majorie  Black  preside  with  such  distinguished  success. 
They  have  issued  millions  upon  millions  of  bulletins 
about  canned  foods  to  inquiring  consumers,  students 
and  teachers,  not  alone  giving  tasty  formula  for  dishes 
prepared  from  canned  foods,  but  the  dietetic  value  of 
the  foods  coming  from  cans,  etc.,  etc.  And  that  is 
why  every  canner  should  be  a  missionary  in  the  spread 
of  the  truth  about  canned  foods.  But  are  you,  and  are 
the  brokers  and  the  distributors,  down  to  the  retail 
grocers?  You  know  you  and  they  are  not.  And  so  we 
repeat:  the  vast  majority  of  mankind  has  no  confidence 
in  canned  foods. 

You  could  have  found  evidence  of  this  in  The 
E  'onmg  Sun  (Baltimore)  of  September  16th.  True 
th.  y  quoted  from  “The  Living  Age,”  which  is  a  para¬ 
de  k  in  itself  if  you  take  it  to  mean  good  living!  Here 
ii:'  he  article  just  as  it  appeared; 

“ARE  TIN  CANS  ON  THE  WAY  OUT 

iiouth  three-fourths  of  the  tin  used  in  the  United  States 
cf-  -IS  from  British  Malaya  (we  also  get  three  fifths  of  our 
ri  ler  from  there).  In  an  article  on  the  need  for  tin,  the 
L  ug  Age  takes  note  of  the  research  now  going  on  in  this 
c<  itry  to  develop  a  tinless  food  container. 

he  present  method,’  states  the  Living  Age,  ‘is  to  use  a  thin 
si  ting  of  tin  over  the  steel  container  (base*).  At  this  time 
t!  industry  here  uses  some  40,000  tons  of  tin  annually  to 
p  'uce  16,000,000  (16  billions,  not  millions*)  cans.  The 

ill  use  program  now  under  way  will  have  pressing  need  of  tin 
ft  warships,  tanks  and  planes  and,  incidentally,  that  material 
is  ^ed  in  every  incandescent  bulb  we  burn.  If  the  supply  is 
Cl  ailed,  as  seems  most  probable,  the  Government’s  require- 
iL  ts  must  be  met  before  those  of  private  industry  and  of  the 


housewife.  Therefore,  as  a  matter  of  self-protection,  the  can 
manufacturers  are  seeking  a  substitute. 

‘The  elimination  of  the  tin  can  from  the  American  pantry  may 
work  a  profound  and  salutary  change  in  our  way  of  living. 
The  lowly  tin  can  has  held  a  position  of  far  more  fundamental 
importance  to  Americans  than,  say,  even  the  existence  (or  non¬ 
existence)  of  a  good  5-cent  cigar.  Gastronomically,  we  don’t 
know  for  sure  whether  the  disappearance  of  the  tin  can  will  be 
healthy  or  otherwise:  the  packers  claim  a  large  host  of  the 
known  vitamins  and,  to  judge  by  their  modest  advertising,  a 
larger  host  of  unknown  ones. 

‘A  practical  substitute  may  be  devised:  but — cheer  up — per¬ 
haps  not.  If  not,  the  deficiency  will  cut  seriously  into  afternoons 
traditionally  allotted  to  bridge,  the  hairdresser,  vital  gossip, 
shopping  for  an  appalling  hat  and  such-like  major  activities  of 
what  Albert  Jay  Nock  recently  labeled  the  “incapacitated  sex.’’ 
That  dislocation  may  be  serious,  and  it  provides  grounds  for 
another  indictment  against  Hitler,  who,  in  the  event  of  victory, 
may  be  expected  to  demand  Malaya  above  all  other  colonies.’ 

Nevertheless,  the  Living  Age  looks  for  a  silver  lining  in  the 
possibly  tinless  situation.  ‘An  American  civilization  without  the 
tin  can,’  it  suggests,  ‘might  well  bring  to  this  country  the  boon 
of  an  honest,  decent  meal.’  Doubtless  a  good  many  husbands  will 
read  that  with  interest.” 

*  Our  notations. 

Think  of  it:  a  great  daily  paper,  published  in  what 
has  been  known  for  years  as  the  “home  of  the  canning 
industry,”  sees  a  silver  lining  in  a  tinless  age,  and 
wholeheartedly  endorses  “the  boon  of  an  honest,  decent 
meal,”  (canned  foods  being  out.)  That,  in  this  day  and 
age,  and  in  face  of  a  record  of  over  150  years’  pro¬ 
duction  of  canned  foods,  running  annually  into  billions 
upon  billions  of  packages  of  foods,  safe,  wholesome, 
always  fresh —  the  safest  foods  obtainable  by  the  testi¬ 
mony  of  food  experts  and  chemists! 

When  we  hear  this  splendid  form  of  food  traduced 
as  above  we  often  feel  mean  enough  to  wish  that  canned 
foods  might  be  lifted  out  of  the  reach  of  people,  for 
just  a  short  while,  in  order  to  bring  home  to  all  the 
people  the  wonderful  place  canned  foods  play  in  their 
health  and  comfort,  and  economy.  If  there  were  no 
canned  foods  the  world  would  revert  rapidly  to  the 
days  before  Appert,  when  foods  had  to  be  consumed  as 
soon  as  ready,  when  milk  had  to  be  used  as  soon  as 
milked,  and  when  the  root  crops  were  all  they  had  as 
a  variety,  except  in  the  few  days  of  the  summer  crops ; 
when  in  fact,  it  is  within  the  memory  of  many  still 
living,  corn  meal  mush  and  molasses  constituted  the 
winter  meal  for  city  as  well  as  country  dwellers.  With¬ 
out  canned  foods  potatoes  would  cost  10  cents  apiece, 
as  likewise  other  root  crops,  and  all  foods  in  like  pro¬ 
portion,  and  scurvy  w'ould  stalk  through  the  land  and 
starvation  be  a  welcomed  relief  from  the  misery.  The 
reason  we  have  the  finest,  healthiest,  happiest  nation 
on  earth  is  because  it  is  well  fed,  and  canned  foods 
caused  all  that.  This  attack  ought  to  cause  you  to 
boost  and  advocate  the  goods  you  produce,  but  be  not 
alarmed,  there  will  be  no  shortage  of  tin.  Likely  there 
may  be  a  shortage  of  canned  foods ! 
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you  may  argue  that  any  expense  for  the  merchan¬ 
dising  of  canned  foods  in  1940-41  is  uncalled  for, 
inasmuch  as  we  no  doubt  face  a  growing  demand 
for  them.  Why  spend  money  to  accomplish  something 
that  time  alone  will  bring  about?  You  might  say  that 
home  and  commercial  bakers  must  have  yeast,  that  no 
menu  is  complete  without  coffee  or  tea,  that  no  house¬ 
wife  thinks  of  keeping  house  without  a  stock  of  baking 
powder.  All  these  facts  are  self-evident  but  still  the 
manufacturers  of  yeast,  the  roasters  of  coffee  and  the 
blenders  of  tea,  as  well  as  the  makers  of  baking  powder. 
Standard  Brands  to  name  names,  have  only  recently 
installed  in  many  retail  outlets  a  film  finishing  service 
for  the  convenience  of  retail  grocers  and  their  cus¬ 
tomers.  All  with  the  hope,  of  course,  that  because  of 
this  service,  more  Standard  Brand  Products  will  be 
bought  by  interested  shoppers  and  that  many  more 
cases  and  pounds  of  these  products  will  be  sold  yearly 
because  of  this  service  provided  for  the  retail  food 
distributor  by  the  directors  of  Standard  Brands  sales 
policies. 

For  something  really  helpful  in  the  way  of  store 
helps  in  increasing  consumer  demand  for  products,  I 
can  commend  Hellmann’s  Menu  Planner  very  highly. 
This  eight  page,  two  color  leaflet  says  on  it’s  cover 
that  it’s  in  the  volume  VI,  No.  1  stage.  I’ll  bet  shoppers 
in  food  stores  look  forward  to  picking  up  a  new  issue 
of  these.  And  I’ll  bet  too,  that  anyone  selling  another 
mayonnaise  to  retail  distributors  will  have  to  sell  equal 
quality  even  at  a  comparable  price  and  still  will  not  get 
the  business  as  soon  as  the  average  consumer  starts 
buying  films  and  having  them  developed  by  this  service 
supplied  by  Standard  Brands.  All  this  the  company 
does  in  order  that  food  products  already  in  splendid 
demand  may  further  entrench  themselves  in  the  con¬ 
sciousness  of  consumers.  And  so  may  canners  support 
their  brands  by  like  services  or  a  supply  of  dealers’ 
helps  that  will  be  appreciated.  And  bear  in  mind  too, 
that  assistance  such  as  this  stands  a  seller  in  good 
stead  when  competition  starts  cutting  prices.  Anyone 
cen  sell  below  the  market  but  it  takes  merchandising 
support  to  develop  a  dealers  help  or  service  that  will 
attract  customers  again  and  again  to  retail  stores. 

More  and  more  the  development  of  merchandising 
plans  in  our  industry  seems  to  depend  on  the  active 
participation  in  the  plan  of  some  industry  rather  than 
the  entire  support  of  the  canners  as  a  whole.  This 
is  to  be  expected  and  in  our  trade  we  have  seen  how 
splendidly  the  salmon  industry,  the  pea  canners,  the 
citrus  fruit  industry,  the  pineapple  packers  have 
assembled  and  distributed  dealers’  helps  that  have  done 
a  swell  task  in  helping  those  sponsoring  them  in 
competing  with  outside  interests  for  their  fair 
share  of  the  consumers’  dollars.  There  is  still  much 


to  be  done,  many  more  products  ought  to  be  developing 
merchandising  campaigns  for  the  benefit  of  all  con¬ 
cerned,  jobber  and  wholesaler  as  well  as  the  canner 
and  the  housewife. 

This  Fall  the  Brazil  Nut  Association  in  New  York 
City  is  circularizing  jobbers  with  attention  compelling 
literature.  It’s  well  written,  illustrated  and  certainly 
tells  a  story.  For  instance,  two  recipes  are  featured 
and  supported  by  the  assertion  that  consumer  research 
among  1,740  women  all  over  the  country  has  shown 
that  in  the  case  of  one  recipe  96  per  cent  of  those 
interviewed  favored  it  while  the  other  was  the  selec¬ 
tion  of  92  per  cent.  Suppose  you  are  a  canner  of 
lima  beans  or  red  sour  pitted  cherries.  You  may  have 
a  very  good  idea  as  to  the  best  recipe  you  might 
publish  covering  the  use  of  your  product  and  still  be 
far  short  of  the  mark  where  the  housewife  is  concerned. 

The  twelve  page  booklet  issued  by  the  Brazil  Nut 
Association  is  published  in  color;  it’s  well  arranged, 
and  in  it  are  listed  various  supplemental  services  for 
dealers,  both  wholesale  and  retail,  that  many  will 
be  anxious  to  avail  themselves  of.  Double  banners, 

9  by  15  inches,  as  well  as  stake  cards  of  the  same 
size  will  be  sent  all  those  who  apply  for  them.  In 
addition  a  splendid  window  display  banner,  8  by  19 
inches  is  forwarded  and  mats,  also  electros  are  on  hand 
for  those  who  want  to  increase  their  sales  of  Brazil 
Nuts.  Best  of  all,  for  two  weeks  while  the  campaign 
is  at  its  height,  the  Association  will  forward  to  each 
retail  store  cooperating,  twenty  kernel  nut  of  Brazil 
paper  masks  to  be  given  away  with  each  sale  of  two 
pounds  of  Brazil  nuts  in  the  shell  or  one  pound  shelled 
Brazil  nuts.  If  any  secretary  of  any  State  canners 
association  is  interested  in  seeing  all  this  material  I  am 
sure  they  can  secure  several  sets  by  writing  Brazil 
Nut  Association,  Room  401,  60  Hudson  Street,  New 
York  City,  N.  Y. 

Looking  sensibly  at  the  matter,  this  advertising  and 
merchandising  material  is  going  to  secure  enough 
added  interest  on  the  part  of  consumers  that  they  will 
buy  more  Brazil  nuts  during  the  season,  and  inasmuch 
as  the  housewife  gives  up  something  if  she  splurges 
in  the  use  of  Brazil  nuts,  she  must  reduce  her  budget 
elsewhere,  it  might  easily  occur  that  if  enough  a:  8 
induced  to  do  this,  the  sales  of  canned  foods  will  suffe  \ 
You  see  so  many  are  supplying  dealers  helps  and  se  - 
vices  to  dealers  today,  it  is  going  to  be  increasing  v 
difficult  to  retain  the  amount  of  business  to  which  y<  a 
have  been  accustomed,  unless  you,  too,  get  in  line  with 
merchandising  helps  and  do  your  full  share  towai  1 
popularizing  your  goods  in  the  minds  of  consumei  .. 

The  Appalachain  Apple  Growers  and  the  Api  8 
Growers  of  Ohio,  to  mention  only  two  factors  amor:? 
the  apple  growers,  are  out  with  beautifully  lith  - 
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graphed  advertising  material.  The  first  mentioned 
is  working  with  The  American  Sugar  Refining  Com¬ 
pany  who  place  the  advertising  pieces  in  the  hands  of 
many  of  their  salesmen.  Their  principal  piece  car¬ 
ries  appetite  appeal.  It’s  beautiful,  it  identifies  the 
region  called  “Appalachain,”  and  with  a  large  section 
of  apple  pie  sitting  on  a  mass  of  some  of  the  most 
beautiful  apples  you  ever  saw,  you  see  the  product 
in  use.  Their  booklet  is  twelve  pages  and  is  very 
comprehensive.  Especially  welcomed  by  the  grocer 
because  it  illustrates  the  most  widespread  varieties, 
it  gives  their  particular  uses  and  outlines  fully  the 
months  during  which  each  is  a  “best  seller.”  It’s  very 
well  provided  with  illustrations  of  combination  food 
displays  featuring  apples.  One  whole  page  is  devoted  to 
listing  the  eleven  health  reasons  for  apple  consumption 
together  with  quotations  from  leading  medical  authori¬ 
ties  as  to  the  healthfulness  of  apples.  This  booklet  and 
advertising  material  may  be  obtained  from  “Appala¬ 
chain  Apples,  Inc.,”  Martinsburg,  West  Virginia.  Every 
merchandiser  among  canners  ought  to  have  a  copy  in 
his  files. 

One  might  continue  for  a  long  time,  giving  mention 
even  briefiy  to  the  many  activities  this  Fall  among  food 
processors  and  preservers  who  are  doing  much  toward 
popularizing  their  products.  The  packers  of  SPAM 
some  time  ago  produced  and  applied  for  a  patent  on 
their  dealers’  help  called  “Relate”  display.  It’s  not 
large  nor  is  the  package  of  product  it  is  intended  to  sell. 
It’s  mighty  effective,  however,  and  really  gets  into 
use  in  the  majority  of  stores  and  during  the  most 
of  the  instances  where  and  when  it  is  supplied  the 
retail  dealer.  This  Relate  display  has  in  it  six  minia¬ 
ture  price  cards  in  blank  which  may  be  used  by  the 
retail  dealer  while  building  displays  of  SPAM  and 
related  items. 

There  is  no  use  of  continuing,  you  can  readily  get 
the  point  of  this  article :  supply  your  retail  dealers  with 
dealers’  helps  or  services  or  else  see  your  total  sales  and 
profits  suffer.  Your  eventual  profits  will  come  from 
the  increased  volume  you  sell  at  a  profit  plus  the  con¬ 
sumer  demand  you  create  for  your  products  in  com¬ 
petition  with  all  other  food  items.  They  are  all  after 
the  few  cents  per  day  a  housewife  has  to  spend  for  the 
things  she  wants  instead  of  those  she  feels  she  must 
have.  Place  your  foods  in  either  class  by  means  of  the 
s  ’.pport  you  give  your  retail  dealers  and  competitors 
vill  try  and  try  and  never  make  substantial  inroads 
I  to  your  annual  sales  and  profits. 

Secretaries  of  all  local  associations  have  before  them 
^  is  year  better  examples  and  more  reasons  than  ever 
I  fore  why  they  should  carry  out  such  a  program.  If 
1  ey  are  reluctant  to  start  such  efforts,  your  State 
r  iventions  are  just  about  to  start,  your  National  Con- 
"  ntion  is  some  time  away,  you  can’t  say  you  haven’t 
1  ne  in  which  to  get  the  ball  rolling.  And  you  can’t 
:  y  either,  that  you  haven’t  been  warned.  This  article 
i  ould  serve  that  purpose.  And  do  not  argue  that 
'  ('tailed  production  prevents  you  from  doing  what 
■.  u  would  like  to  do!  Support  your  pack  with  mer- 
f  andising  efforts  and  get  more  money  for  it  even 
T  ough  you  are  not  burdened  with  a  surplus.  Your 
i  les  and  profits  will  increase  as  you  do. 


THE  CANNED  PEAS’  ADVERTISING  CAMPAIGN 

From  the  successes  of  the  recent  past  has  come 
inspiration  for  a  new  nation-wide  campaign  on  behalf 
of  canned  peas. 

Announcement  was  made  last  week  that  the  Canned 
Pea  Marketing  Institute  has  completed  plans  for  a 
nine-month  advertising  and  merchandising  campaign 
to  move  at  least  23,000,000  cases  of  canned  peas  during 
1940-41.  The  campaign  will  be  opened  next  month, 
the  first  major  event  being  a  “Canned  Pea  Carnival,” 
which  will  get  underway  October  20  and  run  through 
November  15.  The  initial  campaign  of  the  Institute 
was  held  in  1938-39. 

Packers  of  more  than  60  per  cent  of  the  canned  pea 
volume  of  the  nation  have  underwritten  the  new  cam¬ 
paign  and  have  placed  •  themselves  in  a  position  to 
obtain  the  major  benefits  of  the  program.  The  Insti¬ 
tute  points  out  that  while  the  campaign  is  destined  to 
aid  the  industry  as  a  whole  it  remains  that  past 
experience  has  shown  that  those  packers  taking  part 
in  the  program  achieve  the  really  outstanding  results. 

National  magazine  and  point-of-sale  advertising  will 
feature  the  campaign,  according  to  N.  0.  Sorensen, 
Gillett,  Wis.,  president  of  the  Institute.  He  explained 
that  canned  peas  long  have  been  heavy  advertisers  and 
strong  merchandisers  in  local  “brand  name”  fields. 

In  addition  to  its  advertising  program,  the  Institute 
has  made  plans  for  employment  of  a  national  publicity 
program  and  will,  throughout  the  campaign,  emphasize 
industry  and  retail  store  merchandising  cooperation. 

Campaign  packers  are  to  be  identified  by  name  in 
national  advertising,  receiving  as  a  result  the  full 
benefit  that  comes  from  the  widely  circulated  message 
on  canned  peas.  The  advertising  has  been  planned  to 
stimulate  consumer  interest  and  is  expected  not  only  to 
prompt  an  enlarge  buying  of  peas  at  campaign  time,  but 
to  extend  the  habit  of  using  peas  in  planning  daily 
meals.  The  effect  looked  for  is  creation  of  a  market 
momentum  which  will  be  of  benefit  through  a 
considerable  period. 

Anticipation  of  greater  consumer  interest  should, 
Mr.  Sorensen  said,  prompt  retail  and  wholesale  dis¬ 
tributors  to  put  special  effort  into  identifying  them¬ 
selves  with  the  national  campaign. 

Records  of  the  institute  show  that  in  1938-39,  the 
first  campaign  year,  the  campaign  packers  did  64  per 
cent  of  the  industry  volume,  which  was  121  per  cent  of 
their  volume  of  the  preceding  year,  while  other  canners 
did  only  98  per  cent  of  their  preceding  year’s  volume. 
This  indicates  that  the  campaign  packers  obtained  most 
of  the  excess  volume. 

The  industry,  stimulated  by  the  Institute  launched 
its  1938-39  advertising  and  merchandising  campaign 
as  a  means  of  solving  the  problems  presented  by 
erratic  price  conditions  and  a  heavy  1938  supply. 

It  conducted  that  program  on  a  three-phase  basis, 
holding  drives  in  January  and  March  of  1939,  with  a 
National  Association  of  Food  Chains  drive  in  between. 
Included  were  the  industry’s  first  ventures  into 
national  advertising,  national  publicity  and  national 
merchandising. 

Results  were  immediate  with  the  movement  of 
canned  peas  from  packers  exceeding  the  1937-38  totals 
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coincident  with  the  January  drive.  Sales  for  the 
entire  campaign  year  of  1938-39  were  up  nearly  three 
million  cases,  the  market  was  stabilized  and  optimism 
replaced  pessimism  in  the  industry  ranks. 

As  the  industry  went  into  1939-40  there  was  a 
natural  carry-over  of  campaign  enthusiasm  which 
helped  business  to  some  extent.  Sales  in  the  post¬ 
campaign  year  exceeded  those  of  any  year  prior  to  the 
initial  campaign,  but  were  lower  in  aggregate  than 
for  1938-39.  This  indicated,  the  Institute  explains, 
that  annual  campaigns  were  needed  to  move  the  maxi¬ 
mum  number  of  cases  and  help  match  supply  and 
demand. 

Accordingly,  with  prospects  for  a  27,000,000  cases 
supply  in  peas  this  year,  the  Institute  formulated  its 
plans  for  the  1940-41  campaign. 

THE  HONOR  ROLL 

MAINE  AND  NEW  YORK 

H.  C.  Baxter  &  Brother,  Brunswick.  Me.;  W.  N.  Clark  Company,  Rochester, 
N.  Y. :  EdKCtt-Burnham  Company,  Newark,  N.  Y. ;  Haxton  Cannintr  Company, 

lnc. ,  Oakfield,  N.  Y.  ;  H.  C.  Hemingway  &  Company,  Auburn,  N.  Y.  ;  Snider 
PackinB  Corporation,  Rochester,  N.  Y. 

TRI-STATES  AND  PENNSYLVANIA 

H.  P.  Cannon  &  Son,  Inc.,  Bridseville.  Del.  ;  John  H.  Dulany  &  Son,  Fruit- 
land,  Md.  :  Hanover  Canninjr  Company.  Hanover,  Penn.  ;  Hillsboro-Queen  Anne 
Cooperative  Corp.,  Baltimore,  Md.  :  Lineboro  CanninK  Company,  Lineboro,  Md.  ; 
Mason  Canninft  Company,  Pocomoke  City,  Md.  :  Chas.  B.  Silver  &  Son,  Havre 
de  Grace,  Md.  ;  Chas.  G.  Summers.  Jr.,  Inc.,  New  Freedom.  Penn.:  Thomas 
&  Company,  Frinlerick,  Md.  :  D.  E.  Winebrenner  Company,  Hanover,  Penn. 

MID-WEST  (Except  Wisensin) 

Anderson  Canning  &  Pickle  Company,  Dodse  Center,  Minn.  :  Caar  Canninj? 
Company  Redkey,  Ind.  ;  Fairmont  CanninK  Company,  Fairmont,  Minn. ; 
Faribault  CanninB  Company,  Minneapolis.  Minn. ;  Gerber  Products  Company, 
Fremont.  Mich.  ;  Iowa  Canning:  Company,  Vinton.  Iowa  ;  Marshall  Canning 
Company,  Marshalltown,  Iowa  ;  Minnesota  Valley  Canninc  Co.,  LeSueur,  Minn. ; 
John  S.  Mitchell,  Inc.,  Windfall,  Ind.  ;  Northern  Illinois  Canneries,  Inc., 
Pecatonica,  Ill. ;  Otoe  Food  Products  Company,  Nebraska  City,  Nebr. ;  Owatonna 
CanninB  Company,  Owatonna,  Minn.  ;  Plymouth  CanninB  Company,  Plymouth, 

lnd.  :  E.  G.  Reece  CanninB  Comi>any,  Waldron,  Ind.  ;  W.  R.  Roach  Company, 
Inc.,  Grand  Rapids,  Mich.  ;  St.  Cloud  Products  Association  St.  Cloud,  Minn.  ; 
Stokely  Bros.  &  Co.,  Inc.,  Indianapolis,  Ind.  ;  Van  Cami)’s,  Inc.,  Indianapolis,  Ind. 

WISCONSIN 

Athens  CanninB  Company,  Athens,  Wise.  ;  AuBUsta  CanninB  Company, 
AuBUsta.  Wise.  ;  Baker  Cannina  Company,  Dundas,  Wise.  ;  Blair  Packina  0)r- 
poration.  Fall  River,  Wise. ;  Brownsville  Cannina  Company,  Brownsville,  Wise.  ; 
Calumet-Dutch  Packina  Company,  Sheboyaan,  Wise.  :  Cambria  Cannina  Cor¬ 
poration,  Fall  River,  Wise.  ;  Central  Wisconsin  Canneries,  Inc.,  Beaver  Dam, 
Wise.;  Chetek  Cannina  Company.  Cheti  k.  Wise.:  Chippewa  Cannina  Company, 
Chippewa  Falls,  Wise.  :  Clyman  Cannina  Company,  Hartford,  Wise.  :  Cobb 
CanninB  Company  Cobb,  Wise.  :  Columbia  Cannina  Company,  Cambria,  Wise. : 
Columbus  Foods  Corporation,  Columbus,  Wise.  :  Country  Gardens,  Inc.,  Gillett, 
Wise.  :  Dodae  County  Foods  CoriHu  ation.  Watertown,  Wise.  :  Durand  Cannina 
Company,  Durand,  Wise.  ;  Elkhart  Lake  Cannina  Company,  Elkhart  Lake,  Wise. 
Elkhorn  Cannina  Company,  Elkhorn,  Wise.  :  Fox  Valley  Cannina  Company, 
Hortonville,  Wise.  :  hViday  Cannina  Corporation,  New  Richmond,  Wise.  : 
Fuhremann  Cannina  Company.  Appleton,  Wise.  :  Gale  Packina  Comi)any, 
Gale.sville,  Wise,  :  Geidel  Canneries,  Inc.,  .4dell.  W’isc.  :  Grand  River  Cannina 
Company,  Markesan.  Wi.se.  :  Green  Bay  Cannina  Corp.,  Green  Bay,  Wise.  : 
Frank  Herfort  Cannina  Comi)any,-  Baraboo,  Wise.  :  A.  T.  Hii)ke  &  Sons,  Inc., 
New  Holstein,  Wise.  :  Holmen  Cannina  Company.  Holmen.  Wise.  :  Hustisford 
Cannina  Company,  Hustisford.  Wise.  :  J.  B.  Inderriwlen  Company,  Chicaao,  111.  ; 
Krier  Preservina  Company,  Belaium,  Wise,  ;  Lanae  Cannina  Company.  Eau 
Claire.  Wise.  :  The  Lar.sen  Company,  Green  Bay,  Wise.  :  Lincoln  Cannina 
Company,  Merrill,  Wise. :  Loyal  Cannina  Company,  Loyal,  Wise. :  Mammoth 
Sprina  Cannina  Company,  Sussex,  Wise.  :  Markesan  Cannina  Company, 
Marke.san,  Wise.  :  Marshfield  Cannina  Company,  Marshfield,  Wise.  :  Mayville 
Cannina  Company,  Mayville,  Wise.  :  Mineral  Point  Co-op.  Packers,  Inc., 
Mineral  Point,  Wise.  :  North  Fre-edom  Cannina  Ck)mpany,  North  Free<iom, 
Wise.  :  Oconomowoc  Cannina  Comi)any,  Oconomowoc.  Wise.  :  Onala.ska  Pickle 
&  Cannina  Company,  Onalaska,  Wise.  :  Oostbura  Cannina  Company,  Oostbura, 
W'isc.  :  Pardeeville  Cannina  Comi)any,  Pardeeville,  Wise.  :  Plymouth  Packina 
Company,  Plymouth,  Wise.  :  Res-slsbui  a  Food  Corporation.  Re-eslsbura,  Wise.  : 
Reeseville  Cannina  Company.  Rec'seville,  Wise.  :  Rich-Land  Cannina  Corpora¬ 
tion,  I'Yiesland,  Wise. :  Rockfield  Cannina  Company,  Rockfield.  Wise.  :  Sauk 
City  Cannina  Comi)any,  Sauk  City,  Wise.  :  Saukville  Cannina  Company, 
Saukvillc,  Wi.se.  :  Star  Cannina  Comt)any,  Lomira,  Wise.  :  Valders  Cannina 
Company,  Valders,  Wise.  :  Waldo  Cannina  Company,  Waldo,  Wise.  :  Waterloo 
Cannina  Association,  Watterloo,  Wise.  ;  Watertown  Cannina  Company,  Water- 
town,  Wise.  :  Waunake-e  Cannina  Comi)any,  Waunakec,  Wise.  :  West  Sale-m 
Cannina  Company,  West  Salem,  Wise.  :  Whitewater  Cannina  Company,  White- 
water,  Wise. :  Wisconsin  Cannina  Company,  Winneeonne,  Wise. :  Wisconsin 
State  Canners  Company,  Pickett,  Wise. 

WEST 

Blue  Mountain  Canneries,  Inc.,  Dayton,  Wash.  :  Bozt'man  Cannina  Company, 
Mt.  Vernon,  Wash.  :  Chinook  Packina  Company.  Chinook,  Wash.  :  Elmhurst 
Packers,  Inc.,  Oakland.  Calif.  :  Kaysville  Cannina  Cori)oration.  Kaysville,  Utah  : 
McMillan  Cannina  Company,  LaConner,  Wash.  :  Perry  Cannina  Company, 
Briaham,  Utah ;  Roaers  Cannina  Company,  Milton,  Ore. :  Utah  Cannina 
Company,  Oaden,  Utah  :  Walla  Walla  Cannina  Company,  Walla  Walla,  Wash.  ; 
Woods  Cross  Canning  Company,  Clearfield,  Utah. 


Grades  For  Canned  Tomatoes 

Uniteci  States  Stanciareds 

(Effective  September  16,  19U0) 

U.  S.  Grade  A*  or  U.  S.  Fancy  canned  tomatoes  are  tomatoes 
which  have  a  drained  weight  of  not  less  than  66  per  cent  of  the 
capacity  of  the  can  of  which  80  per  cent  are  whole  or  almost 
whole;  are  of  good  red  color;  are  practically  free  from  defects 
and  possess  a  normal  tomato  flavor.  None  of  the  factors  may 
score  below  any  subdivision  lettered  A  as  hereinafter  set  forth. 

U.  S.  Grade  B  or  U.  S.  Extra  Standard  canned  tomatoes  are 
tomatoes  which  have  a  drained  weight  of  not  less  than  58  per 
cent  of  the  capacity  of  the  can;  consist  in  whole  or  in  part  of 
large  pieces,  with  or  without  whole  or  almost  whole  tomatoes; 
are  red  in  color;  are  reasonably  free  from  defects;  and  possess 
a  normal  tomato  flavor.  None  of  the  factors  may  score  below 
any  subdivision  lettered  B  as  hereinafter  set  forth. 

U.  S.  Grade  C  or  U.  S.  Standard  canned  tomatoes  are  tomatoes 
which  have  a  drained  weight  of  not  less  than  50  per  cent  of  the 
capacity  of  the  can;  consist  of  small  or  large  pieces,  with  or 
without  whole  or  almost  whole  tomatoes;  are  fairly  red  in  color; 
are  fairly  free  from  defects  and  possess  a  normal  tomato  flavor. 
None  of  the  factors  may  scoi’e  below  any  subdivision  lettered  C 
as  hereinafter  set  forth. 

Substandard  canned  tomatoes  are  tomatoes  which  fail  to  meet 
the  requirements  of  the  fill  of  container  and  quality  standards 
promulgated  under  the  Federal  Food,  Drug,  and  Cosmetic  Act 
of  June  25,  1938. 

DRAINED  WEIGHT 

The  rating  for  drained  weight  shall  be  based  on  the  percentage 
of  tomato  meat  remaining  on  the  screen  after  draining  the 
sample  for  two  minutes  over  a  screen  containing  two  meshes 
to  the  inch,  the  screen  remaining  in  a  slightly  inclined  position 
to  facilitate  the  draining  of  the  tomatoes. 

The  wire  of  the  screen  is  of  uniform  diameter  of  0.054  inch, 
woven  into  square  meshes  of  uniform  inside  diameter  of  0.446 
inch.  Canned  tomatoes  packed  in  containers  the  contents  of 
which  are  less  than  3  pounds  shall  be  drained  over  a  screen 
of  the  above  description,  8  inches  in  diameter;  if  the  contents 
are  3  pounds  or  more,  the  tomatoes  shall  be  drained  over  a 
screen  of  the  above  description,  12  inches  in  diameter. 

The  following  chart  indicates  the  maximum  headspace  and 
drained  weights  for  commonly  used  cans: 


Drained 

Picnic 

No.  :(o:i 

No.  2 

No.  2i/o 

No.  10 

Points 

Tomato 

2!r'x 

3  Tr/’x 

3  X 

4iV"x 

6A"x 

Meat 

1" 

L’fl" 

4U" 

7" 

*8.8 

*9.4 

*1».7 

*9.9 

*13.6 

Percent 

Ounces 

r)uiice;; 

Ounces 

Junces 

Ounces 

25 

Ovei'  70 

7'**v 

14% 

20% 

76% 

21 

68  to  70 

ii>r. 

14 

2OV4 

74% 

22 

66  to  68 

11 's 

i:i'i 

19% 

72% 

22 

61  to  66 

7 

10 -ll 

Lu; 

19 

70 

21 

62  to  6 1 

6=1', 

10 '5 

12% 

18%. 

67% 

20 

60  to  62 

6 ',5 

10  >S 

121/4 

17% 

65‘;,s 

19 

58  to  60 

6% 

9T» 

12 

17% 

631.'. 

18 

56  to  58 

6v.; 

9y. 

iiy. 

16% 

61% 

17 

54  to  56 

6 

9’i 

11  Vs 

16% 

59 

16 

52  to  51 

5=H 

sy* 

10% 

15% 

56"s 

15 

50  to  52 

51/., 

814 

10% 

14% 

54% 

*  Maximum  headspac  ■ 

allowabli' 

measureil  from 

top  of  double 

seam  in 

sixteenth 

of  an  inch. 


WHOLENESS 

(A)  If  at  least  80  per  cent  of  the  tomatoes  are  whole  or 
almost  whole,  a  score  within  the  range  of  22  to  25  points  wil 
be  given.  Tomatoes  are  considei’ed  “ivhole"  if  each  unit  consist 
of  a  peeled,  cored  tomato  in  which  the  coring  has  been  done  ii. 
such  a  manner  that  the  rounded  contour  of  the  stem  end  is  n('' 
destroyed  and  no  seed  cavity  has  been  opened  by  trimming,  anc 
the  general  contour  of  the  tomatoes  has  been  preserved. 

Tomatoes  are  considered  “almost  whole”  if  they  may  be 
restored  to  their  original  shape  as  “whole”  tomatoes,  althougi 
they  may  be  cracked  or  split  somewhat. 

*  Tomatoes  mectina  the  rciiuircmonts  of  this  grade,  if  9.5  per  cent  of  tl 
drained  tomatoes  are  whole  or  almost  whole,  will  be  eertified  as  U.  I- 
Grade  A  (Whole).  Ten  per  cent  tolerance  in  drainc-d  weiaht  is  permitted  i’. 
U.  S.  Grade  A  (Whole)  tomatoes. 
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(B)  If  the  tomatoes  consist  in  whole  or  in  part  of  large 
nieces  with  or  without  whole  or  almost  whole  tomatoes,  a  score 
>f  19  to  21  points  will  be  given. 

A  “large  piece"  is  a  piece  weighing  2  ounces  or  more.  Toma- 
oes  merit  a  score  of  19  points  when  70  per  cent  by  weight  of  the 
material  remaining  on  the  screen,  when  drained  as  described 
mder  the  factor  of  drained  weight,  consists  of  large  pieces  with 
nr  without  whole  or  almost  whole  tomatoes.  Scores  of  20  and 
:21  points  will  be  given  as  the  percentage  of  tomatoes  or  large 
pieces  approaches  the  minimum  requirement  of  paragraph  (A) 
above. 

(C)  If  the  tomatoes  consist  of  small  or  large  pieces,  with  or 
without  whole  or  almost  whole  tomatoes,  a  score  of  15  to  18 
points  will  be  given. 

“Small  pieces"  means  pieces  which  have  not  passed  through 
the  screen  during  draining,  as  described  under  the  factor  of 
drained  weight.  Tomatoes  will  be  given  a  score  of  15  points 
when  the  weight  of  the  tomatoes  remaining  on  the  screen  after 
draining  is  equivalent  to  50  per  cent  of  the  capacity  of  the  can. 
Scores  of  16  to  18  points  will  be  given,  as  the  percentage  of 
fairly  large  pieces  approaches  the  minimum  requirements  of 
paragraph  (B)  above. 

(D)  If  the  tomatoes  fail  to  meet  the  requirements  of  para¬ 
graph  (C)  above,  a  score  of  0  to  14  points  will  be  given. 

COLOR 

(A)  If  the  canned  tomatoes  have  a  uniformly  good  red  color 
typical  of  the  variety,  a  score  of  22  to  25  points  may  be  given. 

“Good  red  color"  means  that  the  color  of  at  least  90  per  cent 
of  the  surface  areas  of  the  tomatoes  is  as  red  as  “Tomato  Red” — 
Plate  3,  1-12,  and  not  more  than  10  per  cent  of  the  surface  areas 
may  show  as  much  yellow  as  Plate  4,  F-12,  as  illustrated  in 
Maerz  and  Paul’s  “Dictionary  of  Color.” 

(B)  If  a  good  red  color  predominates  but  a  few  slightly  under¬ 
colored  surface  areas  are  present,  a  score  of  18  to  21  points 
may  be  given. 

“Feiv  slightly  undercolored  surface  areas"  means  that  not 
more  than  50  per  cent  of  the  surface  areas  may  show  less  red 
than  ‘Tomato  Red,”  but  not  less  red  than  that  in  the  color 
produced  by  the  blending  of  the  Munsell  color  discs,  as  described 
in  paragraph  (C). 

(C)  If  red  is  the  predominating  color  but  noticeably  under¬ 
colored  surface  areas  are  present,  a  score  of  15  to  17  points 
may  be  given.  The  minimum  score  of  15  points  will  be  given 
when  the  color  barely  meets  the  following  test: 

After  draining  the  tomatoes  as  prescribed  under  the  factor 
“Drained  Weight"  cut  out  and  segregate  successively  those  por¬ 
tions  of  tomatoes  of  least  redness  until  50  per  cent  of  the 
diained  weight  has  been  segregated.  Continue  the  segregated 
portions  to  a  uniform  mixture  without  removing  or  breaking  the 
sc  (Is.  Fill  the  comminuted  tomatoes  into  a  black  container  to 
a  depth  of  at  least  one  inch.  Free  the  surface  from  air  bubbles 
and  remove  or  press  below  the  surface  all  visible  seeds.  Com¬ 
pare  the  color  of  the  mass  in  full  diffused  daylight  or  its  equiva¬ 
lent  with  the  blended  color  of  combinations  of  the  following 
c(  icentric  Munsell  color  discs  of  equal  diameter  or  the  color 
ec,  ivalents  of  such  discs: 

1)  Red — Munsell  5R  2.6/13  (Glossy  finish)  . 

2)  Yellow — Munsell  2.5YR  5/12  (Glossy  finish). 

3)  Black — Munsell  N1  (Glossy  finish). 

4)  Gray — Munsell  N4  (Mat  finish). 

hese  discs  are  so  placed  that  the  area  of  disc  (1)  covers 
0  third  or  more  of  the  circle,  and  the  exposed  area  of  disc 
(  does  not  exceed  that  of  disc  (1).  The  exposed  areas  of  discs 
(  and  (4)  make  up  the  remainder  of  the  area  of  the  circle 
"  aout  regard  to  the  exact  exposed  area  of  each.  The  color 
e>  'valent  to  that  produced  by  the  spinning  of  the  discs  set  in 
t!  above  proportions  approximates  Plate  4,  P-12  of  Maerz  and 
I  il’s  “Dictionary  of  Color.” 

.0)  If  the  tomatoes  fail  to  meet  the  color  requirements  of 
P  agraph  (C)  above,  a  score  of  0  to  14  points  may  be  given. 


ABSENCE  OF  DEFECTS 

This  factor  deals  with  the  degree  of  care  exercised  in  the 
removal  of  extraneous  material,  skins  of  tomatoes,  core  material 
and  tomato  blemishes,  which  would  ordinarily  be  removed  in  the 
careful  preparation  of  tomatoes  for  culinary  use. 

(A)  If  the  product  is  practically  free  from  defects,  a  score 
of  23  to  25  points  will  be  given. 

“Practically  free"  means  the  total  absence  of  extraneous 
material  and  of  blemishes,  and  that  per  pound  of  contents,  the 
total  area  of  skins  does  not  exceed  %  of  a  square  inch,  and  core 
material  does  not  exceed  two  grams. 

(B)  If  the  product  is  reasonably  free  from  defects,  a  score  of 
19  to  22  points  will  be  given. 

“Reasonably  free"  means  the  total  absence  of  extraneous 
material  and  that  per  pound  of  contents  the  total  area  of  skins 
does  not  exceed  %  square  inch,  core  material  does  not  exceed 
6  grams,  and  blemishes  do  not  cover  an  area  of  more  than  % 
square  inch.  A  score  of  19  points  will  be  given  when  the  re¬ 
quirement  is  barely  met.  Scores  of  20,  21,  and  22  points  will 
be  given  when  the  product  Contains  fewer  defects,  but  more 
than  permitted  in  paragraph  (A)  above. 

(C)  If  the  product  is  fairly  free  from  defects,  a  score  of  15 
to  18  points  will  be  given. 

“Fairly  free"  means  the  total  absence  of  extraneous  material 
and  that  per  pound  of  contents  the  total  area  of  skins  does  not 
exceed  one  square  inch  and  blemishes  do  not  cover  an  area 
of  more  than  %  square  inch.  Scores  of  16,  17,  and  18  points 
will  be  given  when  the  product  contains  fewer  defects  than 
those  mentioned  but  contain  more  than  permitted  in  paragraph 
(B)  above. 

(D)  If  the  product  possesses  more  defects  than  allowed  under 
paragraph  (C)  above,  a  score  of  0  to  14  points  will  be  given. 

SCORE  CHART  FOR  CANNED  TOMATOES* 


Factors  Points  Grade  A  Grade  B  Grade  C  Grade  D 

Maximum  Fancy  Ex.  Standard  Standard  Sub 

or  Choice  Standard 

Drained  Weight  .  25  23-25  19-22  15-18  0-14 

Wholeness  .  25  22-25  19-21  15-18  0-14 

Color  .  25  22-25  18-21  15-17  0-14 

Absence  of  Defects....  25  23-25  19-22  15-18  0-14 

Score  .  100  90-100  75-89  60-74  0-59 


♦  Score  for  each  factor  must  at  least  meet  the  minimum  for  the  sn'ade. 

CALENDAR  OF  EVENTS 

SEPTEMBER  22-25 — Annual  Meeting  Super  Market  Institute, 
Kansas  City,  Mo. 

OCTOBER  2,  1940— National  Pickle  Packers,  Fall  Meeting, 
Crystal  Ballroom,  Palmer  House,  Chicago,  Illinois. 

OCTOBER  14-16,  1940 — Annual  Convention,  National  Associa¬ 
tion  of  Food  Chains,  location  to  be  decided  at  later  date. 

OCTOBER  21  to  NOVEMBER  15,  1940 — Canned  Pea  Carnival. 

OCTOBER  21-26,  1940 — National  Retail  Grocer’s  Week. 

NOVEMBER  6-7,  1940 — Pennsylvania  Canners  Association,  26th 
Annual  Convention,  probably  Yorktowne  Hotel,  York,  Pa. 

NOVEMBER  11-12,  1940 — Annual  Meeting,  Wisconsin  Canners 
Association,  Schroeder  Hotel,  Milwaukee,  Wisconsin. 

NOVEMBER  14-15,  1940 — Indiana  Canners  Association,  Fall 
Meeting,  Claypool  Hotel,  Indianapolis,  Indiana. 

NOVEMBER  19-20,  1940 — lowa-Nebraska  Canners  Association, 
Annual  Meeting,  Fort  Des  Moines,  Des  Moines,  Iowa. 

NOVEMBER  25-27,  1940 — Thirty-second  Annual  Convention, 
Associated  Grocery  Manufacturers,  Waldorf-Astoria  Hotel, 
New  York,  N.  Y. 

DECEMBER  10  and  11 — Annual  Meeting  Ohio  Canners  Asso¬ 
ciation.  Place  to  be  announced  later. 

DECEMBER  12-13,  1940 — Association  of  New  York  State  Can¬ 
ners,  Annual  Meeting,  location  not  yet  determined. 

JANUARY  8-10,  1941 — Northwest  Canners  Association,  Annual 
Meeting,  Portland,  Oregon. 

JANUARY  20-24,  1941 — Annual  Convention,  National  Canners 
Association,  Chicago,  Illinois. 

FEBRUARY  15-22,  1941— National  Cherry  Week. 


T  F.  CANNING  TRADE  •  September  23,  1940 


9 


GRAMS  of  INTEREST 


CROWN  SUFFERS  $500,000  CORK  FIRE 

Over  $500,000  worth  of  baled  cork, 
stored  against  war  stoppage  on  a  nine 
acre  tract  of  the  Crown  Cork  &  Seal 
Company’s  Baltimore  plant,  at  Eastern 
Avenue  and  Kresson  Street,  was  burned 
on  Tuesday  afternoon,  September  17th. 
Over  seventy  pieces  of  fire  apparatus 
manned  by  over  450  firemen  were  re¬ 
quired  to  bring  the  blaze  which  began 
about  3  o’clock  in  the  afternoon,  under 
control  by  midnight.  Huge  clouds  of 
smoke  ascended  high  into  a  cloudless 
sky  and  could  be  seen  from  points  as  far 
as  thirty  miles  distant.  It  is  estimated 
that  100,000  spectators  witnessed  the 
fire,  and  a  great  portion  of  them  used 
empty  freight  cars  along  the  Pennsyl¬ 
vania  railroad  as  vantage  points  to  watch 
the  spectacle.  Space  atop  of  them  was 
at  a  premium.  Luckily  the  main  build¬ 
ings  were  not  reached  by  the  fire  and  the 
loss  will  in  no  way  affect  the  company’s 
production,  a  sufficient  supply  of  finished 
and  unfinished  cork  being  in  storage  to 
supply  all  needs. 

VIRGINIA  ESTABLISHES  PEA  STANDARDS 

The  Department  of  Agriculture  and 
Immigration  of  the  State  of  Virginia 
has  issued  regulations  establishing  the 
standard  of  identity,  quality  and  fill  of 
container  for  canned  peas,  which  are 
identical  with  the  standards  issued  for 
this  product  under  the  Federal  Foods, 
Drug  and  Cosmetic  Act,  except  that  the 
methods  for  testing  for  compliance  with 
the  quality  standard  are  omitted,  and 
the  placement  of  optional  ingredient 
statements  and  sub-standard  legends  are 
not  as  rigidly  specified  as  in  the  Federal 
requirements. 

CANNED  PEA  CARNIVAL,  OCTOBER  21st 
TO  NOVEMBER  15th 

Big  plans  are  under  way  by  the  Can¬ 
ned  Pea  Marketing  Institute  for  the  big 
advertising  campaign  for  canned  peas 
which  will  be  termed  “The  Canned  Pea 
Carnival’’  and  held  October  21st  to 
November  15th.  The  campaign  will  get 
under  way  with  a  two  page  color  spread 
in  the  October  25th  number  of  Life 
magazine,  followed  up  two  weeks  later, 
November  8th,  with  a  full  page  in  color 
which  is  expected  to  take  the  canned  pea 
story  to  some  twenty  million  consumers. 
Store  material  is  being  prepared  in  indi¬ 
vidual  kits  which  will  be  ready  for 
distribution  September  21st. 

In  addition,  the  pea  canners  themselves 
will  take  a  very  active  part  to  assure  the 
success  of  the  campaign  and  to  sell 
canned  peas. 

MOR-PACK  MOVES 

The  Mor-Pak  Preserving  Company  has 
moved  its  headquarters  at  351  California 
St.,  San  Francisco. 


O.  L.  DEM  INC  DEAD 

O.  L.  Deming  died  on  Monday,  Sep¬ 
tember  16th,  at  his  home,  46  Dunstan 
Ave.,  Yonkers,  New  York,  and  was 
buried  there  the  afternoon  of  September 
18th.  He  was  83  years  old. 

In  the  thinning  line  of  gray  heads 
there  are  not  many  left  who  remember 
0.  L.  Deming  in  his  active  years  with 
the  canning  industry.  Owner  and  editor 
of  The  Chicago  Grocer,  we  believe,  he 
changed  it  into  The  Canner  and  Dried 
Fruit  Packer  to  enter  the  canning  jour¬ 
nal  field.  As  editor  and  owner  his  en¬ 
ergy  and  ability  made  its  influence  felt, 
and  his  knack  of  winning  and  holding 
friends  brought  him  to  the  forefront  in 
those  changing  times  of  the  canned  foods 
industry.  Daniel  G.  Trench,  then  a 
commanding  figure  in  the  machinery  sup¬ 
ply  line,  absorbed  The  Canner  and  Dried 
Fruit  Packer  as  an  adjunct  of  Cannery 
Notes  which  he,  as  the  Sprague  Canning 
Machinery  Co.,  published  as  a  monthly 
house  organ,  and  Mr.  Deming  passed 
from  the  active  picture.  He  then  joined 
the  forces  of  the  American  Can  Com¬ 
pany,  and  served  there  from  1910  to 
1921,  first  in  charge  of  advertising  but 
later,  it  seemed  to  us,  as  historian  of  the 
industry,  and  special  researchist. 

In  later  years  his  eyesight  began  to 
fail  him,  and  he  was  almost  blind  at  the 
time  of  his  death.  This  interrupted  his 
regular  visits  to  the  annual  Conventions 
of  the  canners,  but  he  was  elected,  at 
the  last  Convention  an  Honorary  Mem¬ 
ber  of  the  Canning  Machinery  &  Sup¬ 
plies  Association.  And  thus  passes  an¬ 
other  of  the  notable  figures  who  took 
active  part  in  the  early  development  of 
the  canned  foods  industry,  and  his  pass¬ 
ing  will  cause  pangs  of  regret  among 
many  friends  still  remaining. 


CANNED  FOODS  AT  THE  POLE 

Radio-grams  from  Little  America  this 
week  reveal  the  interesting  news  that 
members  of  the  U.  S.  Antartic  Expedition 
are  “subsisting  healthfully  and  happily’’ 
on  canned  foods  packed  by  the  Phillips 
organization  in  its  network  of  19  plants 
located  at  various  points  on  the  Eastern 
Shore  of  Maryland,  Delaware,  and  the 
Virginia  peninsula.  The  radio-gram  to 
Colonel  Albanus  Phillips,  President  of 
the  Phillips  Packing  Company,  Cam¬ 
bridge,  Maryland,  points  out  that  the 
winter  night  on  the  Antarctic  continent 
is  now  over,  and  that  members  of  the 
Expedition  are  preparing  for  long  trail 
journeys  to  add  to  their  already;,  rich  fund 
of  scientific  information.  Before  the  ex¬ 
pedition  sailed  for  Antarctica  nearly  a 
year  ago  the  United  States  Government 
purchased  thousands  of  cases  of  over 
thirty-two  different  varieties  of  Phillips 
foods  to  be  used  during  the  expedition’s 
two  years’  stay  in  the  South  Pole  country. 


J  &  L  ACQUIRES  MCKEESPORT’S  TIN 
PLATE  MILLS 

The  tin  plate  mills  of  the  McKeesport 
Tin  Plate  Corporation,  at  McKeesport, 
Pennsylvania,  have  been  sold  to  Jones 
and  Laughlin  Steel  Corporation,  of 
Pittsburg,  it  has  been  announced.  For¬ 
mer  McKeesport  employees  will  continue 
to  work  under  the  new  management.  The 
National  Can  Corporation,  formerly  a 
division  of  the  McKeesport  Tin  Plate 
Corporation,  was  not  included  in  the  sale, 
and  will  operate  as  an  independent  cor¬ 
poration.  Officers  and  employees  of  the 
can  company  will  remain  the  same 
headed  by  S.  L.  Buschman  as  President. 
National  Can  Corporation  operates  plants 
at  Baltimore,  Md.;  Maspeth,  Long 
Island;  Hamilton,  Ohio;  and  Boston, 
Mass. 

MAINE  SARDINE  PACK  LACS 

With  the  pack  to  date  only  about  45 
per  cent  of  that  at  the  corresponding 
date  of  last  year,  the  packers  of  sardines 
in  Maine  have  generally  withdrawn  from 
the  market.  Considerable  improvement 
in  the  run  of  fish  was  looked  for  during 
September,  but  has  yet  to  materialize. 

A.  E.  DILLON 

Addis  E.  Dillon,  for  many  years  canned 
foods  buyer  for  Austin,  Nichols  &  Com¬ 
pany,  wholesale  grocers,  died  on  Sunday, 
September  15th  at  Cleveland,  Ohio.  Mr. 
Dillon  retired  shortly  before  Austin, 
Nichols  withdrew  from  the  food  field  and 
had  many  friends  among  the  canners  and 
New  York  City  food  brokers. 


NORTHWEST  MEETING  IN  JANUARY 

Tentative  dates  have  been  set  as 
January  8th,  9th  and  10th,  1941,  for  the 
annual  meeting  of  the  Northwest  Canners 
Association,  at  Portland,  Oregon. 

HEEKIN  OPERATES  TO  THE  TUNE  OF  A 
STEAMBOAT  WHISTLE 

In  these  columns  attention  was  recently 
called  to  the  use  of  a  steamboat  whistle 
as  a  sigrnal  for  the  beginning  of  opera 
tions  at  the  Crosswell  plant  of  W.  E 
Roach  &  Company.  The  Roach  Compan.'- 
is  not  alone  in  this  for  it  is  now  learne. 
that  a  steam  boat  whistle  also  announces 
the  beginning,  middle,  and  the  end  c 
each  working  day  at  the  Heekin  Ca 
Company  plant  in  Cincinnati.  Th. 
whistle  is  a  true  product  of  the  rive- 
hailing  from  the  packet  Joseph  E.  Ran  - 
dell,  which  was  dismantled  last  summc 
to  become  a  harbor  boat  for  the  Cinci: 
nati  Gym  Boat  Club.  It  is  further  di" 
tinguished  in  being  the  personal  pet  <  ‘ 
its  company’s  President,  Dan  M.  Heeki  , 
who  currently  owns  four  others,  one  c 
which  is  used  at  the  company’s  Norwoc  ' 
plant. 
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Sweet  Corn  queens  from  Minnesota,  Wisconsin.  Illinois  and  Ohio  are  happy  as  they  arrive  at  ChicaRo 
to  spend  a  day  as  the  Ruests  of  the  nation's  corn  canners.  Led  by  the  nation’s  Sweet  Corn  Sweetheart 
Helen  KrueRer  of  Cokato,  Minnesota  on  the  left,  the  queens  are  Betty  Stutzman,  Wisconsin ; 
Jane  Lasrton,  Miss  Hoopeston ;  Bonnie  McCollum,  Illinois ;  Mary  McGinnis,  Ohio.  The  queens  were 
awarded  Lady  ElRin  watches  as  mementos  of  the  occasion. 


SWEET  CORN  SWEETHEART 


Corn  canners  were  given  a  recipe  for 
increasing  the  use  of  canned  corn  by  a 
million  and  a  half  cases  a  year  by  selling 
an  extra  can  per  family  when  the  nation’s 
Sweet  Corn  Sweetheart  Helen  Krueger 
from  Cokato,  Minnesota,  was  interviewed 
by  Everett  Mitchell,  genial  announcer 
with  the  National  Farm  and  Home  Hour 
according  to  the  Corn  Canners  Service 
Bureau. 

Canned  corn  was  brought  to  the  atten¬ 
tion  of  the  millions  of  listeners  over  the 
1(15  stations  of  the  National  Farm  and 
Home  Hour  during  the  broadcast,  Friday, 
S“ptember  13th. 

The  broadcast  was  the  climax  of  the 
r  10  Sweet  Corn  Sweetheart  activities 
a  d  celebration  which  brought  candidates 
f‘  :  the  title  of  the  nation’s  Sweet  Corn 
S  -eetheart  to  Hoopeston,  Illinois,  from 
(  io,  Minnesota,  Wisconsin  and  Illinois. 

'’he  young  ladies,  who  were  the  Sweet 
(  n  Queens  from  their  respective  states, 
V  i-e  a  credit  to  the  industry  as  their 
r  tographs  will  attest. 

'he  queens  were  the  guests  of  honor 
i  he  Sweet  Corn  Festival  in  Hoopeston, 
i  nois,  which  was  climaxed  by  a  gigantic 
r  ade  at  the  conclusion  of  which  the 
I  ion’s  Sweet  Corn  Sweetheart  was 
(  sen. 

ifter  the  Sweet  Corn  Festival  the 
(  ens  escorted  the  Sweet  Corn  Sweet- 
l  rt  to  Chicago  where  a  day  of  activity 
i  .uded  the  broadcast,  special  style  show 


at  Marshall  Fields  and  special  party  in 
the  Empire  Room  at  Chicago’s  Palmer 
House. 

The  activity  surrounding  the  celebra¬ 
tion  and  the  selection  of  the  Sweet  Corn 
Sweetheart  has  focused  the  eyes  of  the 
nation  on  canned  corn  and  will  bring 
immeasurable  amount  of  public  attention 
to  the  entire  canning  industry  the  Corn 
Canners’  Service  Bureau  states.  Corn 
canners  are  urged  to  capitalize  on  the 
promotion  of  their  product  by  using  this 
year’s  activity  as  the  basis  for  selling 
“an  extra  can  of  corn  to  every  American 
family  in  1940-41.” 

Similar  broadcasts  were  made  on  WLS 
and  other  Chicago  stations  preliminary 
to  the  celebration. 

THE  RADIO  MESSAGE 

ANNOUNCER:  Today  we  salute  an 
important  branch  of  American  Agricul¬ 
ture — the  canning  industry. 

We  pay  this  tribute  through  the  corn 
canners  of  the  nation  and  by  welcoming 
the  nation’s  Sweet  Corn  Sweetheart. 

This  business  of  corn  canning  has 
certainly  made  giant  strides  in  the  100 
years  since  a  man  by  tbe  name  of 
Winslow  in  Maine  first  attempted  to  put 
up  corn  in  cans. 

Today  this  sweet  corn  canning  belt 
starts  in  Maine  and  extends  through  the 
states  of  New  York,  Pennsylvania,  Mary¬ 
land,  Ohio,  Indiana,  Illinois,  Wisconsin, 
Minnesota  Iowa  and  Nebraska  through 


most  of  the  northwestern  states  to  the 
state  of  Washington,  and  in  this  area 
hundreds  of  corn  canners  take  the  prod¬ 
ucts  of  thousands  of  our  farmers,  process 
it  and  distribute  it  to  all  of  us. 

Corn  canners  from  many  of  these  areas 
now  pay  tribute  to  their  industry  by  the 
selection  of  a  Sweet  Corn  Sweetheart 
at  a  Sweet  Corn  Festival.  This  festival 
has  been  held  in  Hoopeston,  Illinois,  for 
the  past  few  years.  The  1940  celebration 
has  just  been  held  at  the  end  of  this 
year’s  canning  season  in  this  part  of  the 
country. 

Canned  corn  sure  must  be  important 
to  us  because  each  year  we  Americans 
eat  about  20  million  cases  and  it  is 
reported  now  that  this  year’s  pack  will 
be  between  16  million  and  17  million 
cases  which,  plus  the  canner’s  holding 
inventory,  looks  as  if  it  will  barely  meet 
the  demand  if  we  eat  as  much  this  year 
as  we  did  last — and  I  am  sure  we  will. 

Twenty  million  cases — let’s  see — that’s 
480  million  cans.  No  wonder  corn  canners 
recognize  their  industry  by  choosing 
state  queens  from  which  the  National 
Sweet  Corn  Sweetheart  is  selected.  The 
Ohio,  Minnesota,  Wisconsin  and  Illinois 
queens  are  here  today  and  I  am  happy 
to  bring  to  the  microphone  this  year’s 
national  Sweet  Com  Sweetheart — Miss 
Helen  Krueger  (Kreeger)  from  Cokato, 
Minnesota.  I  understand,  Helen,  that 
you  have  spent  some  time  in  canning 
plants  during  your  high  school  summer 
vacations  for  the  past  few  years. 

SWEET  CORN  SWEETHEART: 
That’s  right,  Mr.  Mitchell. 

ANNOUNCER.  Well,  Helen,  what 
impressed  you  about  your  work  in  the 
canning  plant? 

S.C.S.:I  was  thrilled  when  I  realized 
that  what  little  I  was  doing  was  con¬ 
tributing  toward  preserving  this  fine 
food  for  the  people  of  America. 

ANNOUNCER:  What  do  you  know 
about  this  corn  for  canning? 

S.C.S.:  Not  a  bit  of  the  scientific  angle, 
but  I  know  that  special  corn  is  planted 
and  grown  for  canning  and  that  it  all 
is  very  carefully  regulated  for  quality 
and  wholesomeness  from  the  planting  of 
the  seed  until  the  corn  is  in  the  can. 

ANNOUNCER:  What  kind  of  corn 
do  you  like  to  eat? 

S.C.S. :  Oh,  I  like  it  all — I  have  seen 
it  canned  and  know  that  it  is  Fresh  when 
it  is  packed — in  less  than  just  a  few 
hours  the  corn  is  in  from  the  field  and 
into  the  can. 

ANNOUNCER:  That’s  good  informa¬ 
tion,  Helen.  I  bet  that’s  what  corn  can¬ 
ners  mean  when  I  hear  them  call  their 
product  “Fresh  Corn  in  Cans.” 

ANNOUNCER:  Let’s  hope  that  every 
American  family  uses  an  extra  can  of 
corn  this  coming  year.  How  would  that 
be,  Helen? 

S.C.S. :  That  would  be  wonderful. 

NEW  SARDINE  PLANT 

The  American  Sardine  Canneries  is 
erecting  a  plant  at  Benicia,  California, 
at  an  estimated  cost  of  $200,000. 
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AREA  OF  PRODUCTION  DATE 
POSTPONED 

The  effective  date  of  the  new  Area  of 
Production  with  respect  to  the  handling, 
packing  and  preparing  of  apples  and 
pears  in  their  raw  or  natural  state  has 
been  postponed  from  October  1st,  1940 
to  December  1st,  1940.  The  postponement 
makes  it  apparent  that  it  is  the  intention 
of  the  Wage  and  Hour  Division  that  the 
new  definition  apply  to  next  season’s 
operations,  since  the  packing  of  these  two 
fruits  is  actively  conducted  during  the 
fall  period,  although  operations  on  other 
fruits  and  vegetables  with  which  the 
effective  date  is  concerned  are  compara¬ 
tively  inactive  by  October  1st. 

FIRE  PREVENTION  WEEK  OCTOBER 
6th  TO  12th 

While  fire  prevention  is  the  prime 
objective  of  everyone  in  the  field  of  fire 
safety,  millions  of  fires  continue  to 
break  out  every  year.  In  their  efforts 
this  year  the  National  Fire  Prevention 
Association  has  set  aside  the  week  of 
October  6th  to  12th  as  fire  prevention 
week,  and  advised  everyone  to  be  pre¬ 
pared  to  cope  with  a  fire  when  it  happens 
and  urges  as  first  protection  the  study 
and  use  of  hand  fire  extinguishers. 

TRI-VALLEY  SALES  FALL 

Tri- Valley  Packing  Association,  which 
has  for  several  years  sold  its  output 
through  the  Fank  M.  Wilson  Company, 
is  building  up  a  sales  organization  of  its 
own,  headed  by  Dwight  Paulhamus.  Head¬ 
quarters  are  maintained  at  San  Fran¬ 
cisco.  The  Frank  M.  Wilson  Company 
has  purchased  a  plant  at  Stockton,  Cali¬ 
fornia,  and  will  pack  there  next  year. 

PETERSON  BUYS  BOHANNON  COMPANY 

The  Bohannon  Canning  Company,  Inc., 
Van  Buren,  Arkansas,  has  been  sold  to 
E.  L.  Peterson  of  Springfield,  Missouri, 
who  took  charge  of  operations  on  Septem¬ 
ber  1st.  Only  the  machinery  and  equip¬ 
ment  were  included  in  the  transaction. 
O.  W.  Bohannon,  former  owner,  will 
spend  some  time  with  the  firm  to  sell  the 
present  stock  of  merchandise  on  hand. 
Later  Mr.  Bohannon  plans  to  assist  his 
son-in-law,  Joe  Salsman,  in  the  operation 
of  the  Arkansas  Valley  Canning  Com¬ 
pany  of  Van  Buren.  The  products  of 
this  company  will  be  merchandised  under 
the  “Virginia  Lee”  and  “Queen’s  Taste” 
brands. 

ALASKA  FISHERIES  REGULATIONS 
AMENDED 

The  Department  of  the  Interior  has 
issued  a  number  of  amendments  to  the 
Alaska  Fisheries  regulations  promulgated 
on  January  4th,  1940,  the  latest  of  which 
refers  to  commercial  fishing  of  herring 
in  the  Southeastern  Alaska  area.  Copies 
of  the  amended  regulations  can  be 
secured  from  the  Fish  and  Wildlife 
Service,  Department  of  the  Interior, 
Washington,  D.  C. 


A  WISE  SELECTION 

The  Pullman  Company  has  picked  the 
right  party  to  tell  the  American  Public 
of  the  many  advantages  of  Pullman 
travel  needs  when  they  selected  F.  Glad¬ 
den  Searle,  Vice-President  in  Charge  of 
Sales  of  the  Continental  Can  Company, 
for  their  most  recent  advertisement.  In 
his  position  Mr.  Searle  knows  whereof 
he  speaks  when  he  says  about  traveling 
a  Pullman  “you  get  there  fresh  and  ready 
to  hit  the  line  next  day,”  for  he  and  other 
Continental  executives  and  salesmen 
travel  several  million  miles  in  the  period 
of  a  year. 


LICENSING  FISHERMEN 
CONSTITUTIONAL 

The  licensing  of  commercial  fishermen 
by  the  California  Fish  and  Game  Com¬ 
mission  has  been  ruled  constitutional  by 
a  bank  of  three  Federal  Judges.  A  Wash¬ 
ington  fisherman  had  filed  an  injunction 
suit  against  the  commission,  charging 
that  the  license  requirement  interfered 
with  interstate  and  foreign  commerce. 
The  judges  upheld  the  Commission’s 
practice  as  a  lawful  measure  for  the 
conservation  of  natural  resources. 


PICKLE  PACKERS  MEET  OCTOBER  2nd 

The  fall  meeting  of  the  National  Pickle 
Packers  Association  will  be  held  in  the 
Crystal  Ballroom,  Palmer  House,  Chi¬ 
cago,  at  10:30  A.  M.  on  Wednesday, 
October  2nd.  Crop  reports,  carry-over 
figures,  and  other  matters  of  importance 
will  be  discussed  at  this  meeting  and 
Secretary  Frank  Gorsline  urges  the  full 
attendance  of  the  membership. 


A  HISTORY  OF  COLUMBIA  RIVER 
FISHERIES 

The  Bureau  of  Fisheries  has  published 
and  is  distributing  bulletin  No.  32  on 
“The  History  and  Development  of  the 
Fisheries  of  the  Columbia  River,”  by  Jos. 
A.  Craig  and  Robert  L.  Hacker,  which 
can  be  obtained  from  the  Superintendent 
of  Documents,  Government  Printing 
Office,  Washington,  D.  C.,  at  a  cost  of 
20  cents. 


COLUMBUS  PACKING  CORN 

For  the  first  time  since  1937  the  Colum¬ 
bus  Foods  Corporation,  Columbus,  Wis¬ 
consin,  is  packing  corn  at  its  Evansville, 
Wisconsin  plant,  in  both  cream  style  and 
whole  kernel  packs. 


CANCO’S  MR.  STURDY  SPEAKS 

Carlton  F.  Sturdy,  of  the  Speaking 
Service  of  the  American  Can  Company, 
will  address  the  Leedom  &  Worrall  Com¬ 
pany  (Clover  Farm  Stores)  employees 
at  Butler,  Pennsylvania,  on  September 
24th. 


DISTRIBUTORS’  ACTIVITY 


A  NEW  PRIVATE  BRAND  ANCLE 

DEL  MONTE,  CALIF. — A  new  issue  was 
injected  into  the  private  brand  contro¬ 
versy  here  this  week  when  W.  D.  Hade- 
ler,  secretary  of  the  California  Retail 
Grocers  and  Merchants  Association, 
speaking  before  the  forty-first  annual 
convention  of  that  organization,  dis¬ 
cussed  the  advisability  of  State-wide  dis¬ 
tribution  of  a  line  of  “grocers”  private¬ 
ly  owned  brands  of  foods,  as  an  answer 
to  the  constantly  growing  importance  of 
private  labels  distributed  by  the  chains. 

Retail  grocers  and  super  market  op¬ 
erators  in  recent  months  have  shown 
considerable  restiveness  over  the  con¬ 
stantly  broadening  line  of  private  la¬ 
belled  food  products  distributed  by  the 
chains.  These  lines  are  generally  mar¬ 
keted  at  attractive  price  differentials 
under  the  better-known  manufacturers’ 
brands,  and  force  the  retailers  to  meet 
this  price  competition  with  consequent 
loss  of  normal  profit  margins  on  the 
brands  which  they  stock. 

Mr.  Hadeler  also  reported  that  the 
California  association  is  campaigning 
for  the  repeal  of  State  and  Federal 
taxes  on  distributors  of  oleomargarine, 
and  is  distributing  petitions  throughout 
California  asking  consumers  to  register 
their  disapproval  of  these  levies. 

The  California  campaign  in  this  con¬ 
nection  is  in  line  with  the  policy  of  the 
National  Association  of  Retail  Grocers, 
which  is  seeking  the  repeal  of  all  dis¬ 
criminatory  taxes  which  it  feels  inter¬ 
fere  with  the  normal  flow  of  food  prod¬ 
ucts  in  interstate  commerce. 

RESALE  PRICE  CONTRACT 

Food  products  manufacturers  have 
definitely  turned  from  resale  price  main¬ 
tenance  contracting  to  support  of  State 
anti-loss-leader  laws  as  the  most  effective 
means  for  eliminating  predatory  price 
cutting,  said  Paul  S.  Willis,  president  of 
the  Associated  Grocery  Manufacturers 
of  America,  in  an  address  before  the 
forty-first  annual  convention  of  the  Cali¬ 
fornia  Retail  Grocers’  Association  at 
Del  Monte  this  week. 

“I  would  like  to  comment  briefly  up.  n 
what  has  been  the  experience  of  manvi- 
facturers  operating  under  Fair  Trat  e 
Laws,”  he  said.  “Before  Fair  Tra.  e 
grocers  frequently  featured  the  mar  - 
facturers’  products  in  their  advertisir  r. 

“After  going  Fair  Trade,  genera  y 
they  discontinued  doing  so,  and  instc  .1 
featured  items  which  were  not  pr  e 
fixed,  and  which  they  could  price  cut.  V 
short  while  ago  we  made  a  survey  i 
the  State  of  Ohio,  and  we  found  th  : 
We  took  the  month  of  April  for  our  e  - 
periment ;  the  advertising  grocers  in  !  •  “5 
cities  of  Columbus,  Dayton,  CleveU  J 
and  Cincinnati,  featured  the  brands  '  f 
certain  products  during  the  year  of  19  -'3 
a  total  of  291  times;  in  1939,  228  tim?.s 
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the  TAPER  TIP  ..  . 

CORN  TRIMMER 

will  cut  away  only  the  worm  eaten  tip  of  the  ear, 
saving  much  good  corn,  that  is  lost  in  hand  trimming. 
The  tapered  ear  leads  the  cutter  knives  into  the  corn 
— not  into  the  cob,  eliminating  clogging  of  cutters  and 
resulting  in  5%  to  S%  more  cases  per  ton,  saving  its 
cost  many  times  over  while  improving  quality. 

JFe  would  like  to  tell  you  more. 

THE  SINCLAIR-SCOTT  CO. 

“The  Original  Grader  Houte” 

BALTIMORE,  .  MARYLAND 


Is  Your  Pack 
Fully  Insured 
Against  Loss? 

The  "Automatic"  policy  is  a  most 
convenient,  practical  and  eco¬ 
nomical  form  of  coverage. 

CAHNERS  EXCHANGE  SUBSCRIBERS 

at 

WARNER  INTER -INSURANCE  BUREAU 


LANSING  B.  WARNER,  Incorporated 

540  N.  Michigan  Ave.,  CHICAGO 

Tel.  Superior  7700 
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PLEASE  SEND 
O  Full  Details  on  Hand-Pack  Fjlli 
Q  Complete  Catalos  No.  31 


Assures  Hand-Pack 
Quality! 


Fruit  and  Vegetable 
Filler 


The  CRCO  Hand-Pack  Fruit  and  Vegetable  Filler 
18  simple  and  durable  in  construction — trouble-free 
in  operation.  This  Filler  is  built  to  CRCO  stand¬ 
ards  by  skilled  workmen,  employing  the  best  ma¬ 
terials — thus  insuring  long,  low-cost  service. 


Chisholm-Ryder  Co. 


NIAGARA  FALLS.  N.  Y.  CHICAGO.  ILL.  SEATTLE.  WASH. 

COLUMBUS.  WIS.  JAS.  Q.  LEAVITT  &  CO..  OGDEN.  UTAH 
A.  K.  ROBINS  &  CO..  Inc.,  BALTIMORE,  MD. 

W.  D.  CHISHOLM.  NIAGARA  FALLS.  CANADA 


For  packers  who  desire  in¬ 
creased  production,  yet 
maintaining  the  same  high 
quality  pack,  the  CRCO 
Filler  is  also  available  with 
Worm  Feed  Hopper,  Auto¬ 
matic  Topper  and  Plung¬ 
er  Briner. 


Although  this  filler  fills 
practically  automatic¬ 
ally,  it  always  gives 
that  much  desired 
hand-pack  quality. 


With  Automatic 
Topper  and  Hopper 


and  in  1940  only  142  times  ...  a  re¬ 
duction  of  more  than  50%. ” 

The  loss-leader  problem  is  the  most 
serious  existing  in  the  food  industry  to¬ 
day,  the  speaker  added,  but  State  un¬ 
fair  practices  acts  appear  to  offer  the 
most  effective  medium  for  correcting  this 
condition. 


TOMATOES 

B1.WOOD,  IND.,  Sept.  14 — Crop  50  or  60 
per  cent  of  normal.  Heat  and  draught 
responsible  for  considerable  portion  of 
loss  of  early  tomatoes.  Cool,  cloudy 
weather  for  last  week  or  ten  days  retard¬ 
ing  late  crop.  Only  operating  parts  of 
every  other  day. 


PORTLAND,  IND.,  Sept.  12 — All  indica¬ 
tions  point  to  the  fact  that  the  tomato 
pack  will  be  from  25  to  35  per  cent  short 
of  normal  yield.  It  will  require  a  very 
late  fall  to  produce  anything  near  a  nor¬ 
mal  pack.  The  weather  for  the  last  ten 
days  has  been  unfavorable  to  ripen  the 
crop.  The  quality  so  far  has  only  been 
fair. 

SWAYZEE,  IND.,  September  18  —  Crop 
was  badly  damaged  by  rain  two  weeks 
ago.  Since  then  abnormally  cool  weather 
has  slowed  the  ripening  to  the  point 
where  we  have  hardly  had  a  full  day's 
operation.  Our  records  show  that  we 
have  packed  only  a  little  over  one-third 
of  the  amount  we  had  on  this  date  last 
year. 

CEDAR  RAPIDS,  IOWA,  Sept.  14 — Very 
poor  results.  First  the  hot  weather  and 
then  too  much  rain.  Not  expecting  over 
40  per  cent  yield. 

ADDISON,  MICH.,  Sept.  14 — Forty  per 
cent.  crop.  Poor  quality  due  to  exces¬ 
sive  rain  following  four  weeks  draught. 

CRANE,  MO.,  Sept.  16 — Crop  good.  Fifty 
per  cent  increase  in  acreage.  Yield  90 
per  cent  normal. 

GREENWICH,  N.  j..  Sept.  17 — Acreage 
about  same  as  last  year.  The  yield  per 
acre  on  the  second  early  plants  (South¬ 
ern  plants)  was  about  as  good  as  last 
year — around  seven  tons  per  acre  aver¬ 
age.  Yield  per  acre  on  our  late  plants 
is  about  60  per  cent  of  last  year’s  yield. 
Our  acreage  is  about  one-third  early 
plants,  and  two-thirds  late  ones.  We  es¬ 
timate  our  pack  will  be  about  25  to  30 
per  cent  less  than  last  year  on  the  same 
acreage,  or  a  little  greater  acreage. 


The  workings  of  the  Robinson-Patman 
Act,  the  speaker  concluded,  have  proved 
quite  effective  in  eliminating  inside  dis¬ 
counts  and  hidden  brokerages.  “There 
has  also  been  an  improvement  in  the 
handling  of  quantity  discounts  and  in  the 
case  of  advertising  allowances,”  he  con¬ 
cluded. 


SALEM,  N.  J.,  Sept.  14 — Have  been  in¬ 
terested  only  in  tomatoes,  but  am  now 
out  of  business,  temporarily  at  least. 
Would  say  from  observation  there  will 
be  not  more  than  40  per  cent  of  a  crop 
in  this  section  due  to  a  very  severe  storm 
September  1st. 


BROCTON,  N.  Y.,  Sept.  13 — Today  is 
September  13th  and  we  have  not  packed 
1  per  cent  of  the  tomatoes  which  we 
had  packed  last  year  at  this  time  on 
account  of  the  late  season.  The  plants 
were  planted  around  June  15th  and 
later.  Due  to  the  fact  that  we  have  had 
cold  and  rainy  weather,  the  farmers 
have  not  picked  any  tomatoes  at  all,  and 
even  if  we  get  a  normal  season  from 
now  on  we  will  not  get  40  per  cent  of  the 
tomatoes.  In  order  to  get  any  tomatoes 
at  all  we  must  get  four  to  five  weeks 
of  good  weather  from  today  on,  and  we 
do  not  believe  that  we  will  have  good 
weather  that  long.  On  top  of  that  the 
price  is  double  of  what  we  were  paying 
last  year. 


CELINA,  OHIO,  Sept.  13 — We  planted 
our  usual  acreage  in  tomatoes  this  year 
but  as  of  this  day  we  have  packed  only 
25  per  cent  of  the  quantity  that  we  had 
on  our  warehouse  floor  at  this  time  last 
year.  This  morning  we  had  a  slight 
frost,  but  we  do  not  believe  that  it  will 
affect  the  crop  to  any  extent.  Our  to¬ 
mato  plants  are  running  only  four  to  five 
hours  a  day  instead  of  eighteen.  If  we 
are  to  get  60  per  cent  of  the  tomatoes 
we  had  last  year  it  will  be  necessary 
that  we  have  very  warm  weather  from 
now  until  the  15th  of  October. 


WAPAKONETA,  OHIO,  Sept.  16 — We  will 
have  only  one-half  a  crop,  if  that.  Last 
year  at  this  time  we  had  over  thirty 
cars  packed,  whereas  this  year  we  have 
less  than  ten  packed. 


LIBERTY  HILL,  TENN.,  Sept.  16 — Not 
packing  anything  this  season  but  toma¬ 
toes.  Crop  is  about  normal  in  acreage, 
yield  about  80  per  cent  of  normal  crop. 

PORT  ROYAL,  VA.,  Sept.  17 — Pack  cut 
one-third. 


CORN 

TUSCOLA,  ILL.,  Sept.  13 — Through  pack¬ 
ing.  Narrow  grain  sweet  corn  15  per 
cent  of  1939  yield.  Same  acreage. 

CEDAR  RAPIDS,  IOWA,  Sept.  14 — The 
pack  is  over.  Had  very  small  acreage 
this  year,  but  received  good  yield  and 
good  cut  on  cans  per  ton. 

NEWARK,  N.  Y.,  Sept.  17 — With  favor¬ 
able  weather  for  several  weeks  we  should 
get  50  per  cent  yield. 

VERONA  STATION,  N.  Y.,  Sept.  14 — One- 
third  of  corn  pack  is  over.  Will  start 
packing  second  third  September  16th. 
The  last  third  we  do  not  expect  to  get 
as  we  will  have  to  have  good  weather 
right  into  the  first  of  October,  and  this 
we  do  not  expect  to  have. 

CELINA,  OHIO,  Sept.  13 — Our  three  corn 
plants  in  Central  Ohio  have  finished 
their  Bantam  packs  with  yields  of  about 
60  per  cent  of  our  normal.  The  late 
crops  of  White  corn  are  very  disappoint¬ 
ing.  At  one  of  our  plants  we  are  run¬ 
ning  as  low  as  25  cases  per  acre.  Our 
Northern  Ohio  plant  will  pack  possibly 
75  per  cent  of  a  normal  pack,  provided 
we  have  at  least  two  weeks  of  warm 
weather  from  this  date.  At  that  point 
the  temperature  reached  38  one  night 
this  week,  which  is  not  a  good  tempera¬ 
ture  for  growing  corn. 

CIRCLEVILLE,  OHIO,  Sept.  13 — Had  30 
per  cent  of  1939  yield,  same  acreage  at 
our  four  Ohio  plants. 

SHAWANO,  WIS.,  Sept.  20 — Some  total 
loss,  about  10  per  cent  of  acreage  no 
corn.  Other  fields  averaging  two  to 
four  tons.  About  half  of  ears  have  dry 
ends  and  do  not  cut  off  as  it  should. 
Shawano  plant  will  run  about  45  to  47 
cases  6/10  per  acre.  Will  finish  about 
September  20th. 

BEANS 

CEDAR  RAPIDS,  IOWA,  Sept.  14 — Crop 
was  cut  50  per  cent  account  of  hot,  dry 
weather  in  July  and  August. 

BROCTON,  N.  Y.,  Sept.  13 — Are  all  fin¬ 
ished  packing  green  and  wax  beans. 
This  year  we  had  25  per  cent  of  last 
year’s  crop  on  account  of  the  crops  be¬ 
ing  late  and  a  cut  of  about  30  per  cent 
in  acreage.  We  did  not  get  much  for 
the  weather  was  too  cold. 

ASHEVLLE,  OHIO,  Sept.  13 — 35  per  cent 
of  1939  yield.  Pack  just  started. 

SHAWANO,  WIS.,  Sept.  20 — Refugee 
wax  almost  a  total  loss.  About  15  per 
cent  pack  brittle,  very  poor.  Crop  not 
over  35  to  40  per  cent.  Improved  kid¬ 
ney  was  about  80  to  85  per  cent.  All 
good  quality.  Early  only  about  40  to 
50  per  cent  pack.  Late  or  Refugee  will 
be  about  80  to  85  per  cent  pack.  All 
good  quality. 

OTHER  ITEMS 

BROCTON,  N.  Y.,  Sept.  13 — Our  fall 
crops  are  all  below  normal  and  the  ex¬ 
tent  of  our  harvest  will  depend  entirely 
upon  how  soon  frost  comes. 

ciRCLiWiLLE,  OHIO,  Sept.  13 — Pump¬ 
kins:  Probable  20  per  cent  pack  if  nc 
frost  for  three  weeks. 


THE  CONDITION  OF  CROPS 

As  Reported  by  CANNERS 
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©ALTIMORE, 


Books  You 

Need  To  Round  Out 

Y our  Business  Library 

A  COMPLETE  COURSE  IN  CANNING— The  industry’s 
Cook  Book,  Completely  revised  1936.  The  Sixth  Edition. 
360  pages  of  proven  procedure  and  formulae  -  used 
throughout  the  industry  for  correct  times,  temperature 
and  right  procedure.  Price  $10.00. 

THE  ALMANAC  OF  THE  CANNING  INDUSTRY— The 

annual  compendium  of  the  industry’s  important  reference 
data,  food  laws,  pack  statistics,  prices,  grade  specifica¬ 
tions,  cut-out  weights,  label  requiremets’and  other  neces¬ 
sary  references.  •  Price  $1.00. 

THE  CANNING  CLAN— Earl  Chapin  May  presents  a  vi¬ 
vid  interpretion  of  the  canning  industry’s  history,  reveal¬ 
ing  achievements  of  the  many  pioneers  whose  triumphs 
over  innumerable  difficulties  are  responsible  for  our 
great  American  Canning  Industry.  487  pages.  Price  $3.00. 

APPERTIZING  or  the  Art  of  Canning— A.  W.  Sitting’s 
exhaustive  treatise  covering  the  entire  field  of  canning, 
brings  together  a  vast  amount  of  reference  material  on 
food  manufacture  for  the  information  of  factory  owners, 
managers,  superintendents  and  students  of  the  art. 

867  pages.  Price  $7.00 

THE  CANNING  TRADE 


BALTIMORE 


20  S.  Gay  Street 


MARYLAND 


THE  POPULAR  HAMILTON  COIL 

For  cooking  pulp,  sauces,  etc. 


Made  of  copper 
For 

Ldrge  sur- 

quick  outwedr 

any  other  type  3  to  1;  fewest 
joints;  stand  up  to  125  lbs. 

working  pressure;  easy  to  in-  I  A 

stall.  Priced  attractively.  Send  HH*'  I 

for  bulletin  63.  4L 

HAMILTON  KETTLE  WORKS  CO.,  Hamilton,  Ohio 


STRONG^CASES 

Corrugated  -  Solid  Fibre 

PROMPT  DELIVERY 

Truck  -  Car  Load 

Remember 

The  Eastern  Box  Company 

BALTIMORE,  MARYLAND 

Phone;  Curtis  0270 


i/de 


cm/i 


ALMANAC 

It  contains  the  answer  to  most  any 
question  you  want  to  know  about 
the  packs,  acreage,  yields,  laws, 
regulations,  labeling  requirements, 
grades  and  Where  To  Buy  your 
needs  etc.  Learn  to  use  it — you'll 
be  surprised  at  its  thoroughness. 


THE  CANNING  TRADE 

20  South  Gay  Street,  BALTIMORE,  MARYLAND 
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A  COMPLETE  COURSE  IN  CANNING 

Sixth  edition^  1936  revised  up-to-date. 

The  Industry’s  Cook  Book  for  over  30  years. 


FOR  MANAGERS, 
SUPERINTENDENTS. 
BROKERS 
AND  BUYERS 


Size  6x9, 360  Pages  Beautifully  Bound. 
Stamped  in  Gold. 


360  pages  of  proved  pro¬ 
cedure  and  formulae  for 
everything  ‘  ‘  Canable  ’  ’ . 


"I  would  not  t<ke  $1,000.00  for  my 
copy  if  I  could  not  set  another." 

— a  famous  processor. 


I 


All  the  newest  times  and  temperatures  . 

All  the  newest  and  latest  products  . 

•  Fruits  •  Vegetables  •  Meats  •  Milk  •  Soups 

•  Preserves  •  Pickles  •  Condiments  •  Juices 

•  Butters  •  Dry  Packs  (soaked)  •  Dog  Foods 
and  Specialties  in  minute  detail,  with  full  instruc¬ 
tions  from  the  growing  through  to  the  warehouse. 


Used  by  Food  Processors  to  check  times,  tem¬ 
peratures  and  RIGHT  procedure  ...  by  Distri¬ 
butors  to  KNOW  canned  foods  ...  by  Home 
Economists  to  TEACH  the  subject  of  food  pre¬ 
servation. 

For  sale  by  all  supply  houses  and  dealers  .  .  . 
or  direct.  Price  $10.  postpaid. 


Published  and  Copyrighted  By 

THE  CANNING  TRADE 


Since  1878 — The  Canned  Foods  Authority 
BALTIMORE,  20  South  Gay  Street.  MARYLAND 
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THE  CANNED  FOODS  MARKETS 


WEEKLY  REVIEW 

Threatened  Shortages  in  Packs  Cause 
Canners  to  Withdraw — Market  Firming — 
Large  Buyers  Trying  To  Get  In — As  the 
Corn  Pack  Looks — Tomatoes  Even  Worse. 

THE  MARKET — Full  realization  of 
the  condition  of  canned  foods  sup¬ 
plies  is  now  very  widespread,  and 
the  effects  are  beginning  to  show 
in  the  market.  As  might  be  sup¬ 
posed  the  big  buyers,  the  chains 
and  others,  are  quietly  but  quickly 
getting  their  orders  in  while  prices 
remain  low;  but  they  are  not  get¬ 
ting  very  far  with  it.  Leading 
canners  are  largely  withdrawn 
from  the  market,  and  will  listen  to 
no  more  offers  until  they  can  see 
definitely  what  will  be  the  outcome 
of  this  season’s  packs.  Bargains 
have  been  out  since  the  first  of 
September,  and  will  not  likely  re¬ 
turn  for  a  long,  long  time,  if  the 
fears  about  the  war  situation  by 
men  who  ought  to  know  are  any¬ 
where  near  correct. 

In  general  the  market  is  report¬ 
ed  strong  with  some  small  ad¬ 
vances,  in  some  prices,  but  it  is 
added,  many  distributors  still  re¬ 
fuse  to  come  into  the  market.  Even 
they,  however,  are  noting  that  the 
Government  has  already  taken 
(]uite  sizeable  blocks  of  staple 
canned  foods,  and  that  this  “tak¬ 
ing”  has  not  yet  well  begun.  Huge 
contracts  have  been  placed  with 
ell  manner  of  firms,  for  all  man¬ 
ner  of  war  products,  necessitating 
enlargement  of  plant  capacities, 

•  nd,  from  our  point  of  interest, 
age  additions  to  their  labor 
)rces,  and  the  running  of  from 
-.0  to  three  shifts  per  day.  Every- 
ndy  sees  that  today,  where  re- 
il  buying  is  from  10%  to  as  much 
75%  above  former  levels,  and 
)ing  strong.  And  everybody  real¬ 
es  that  means  that  these  new 
ages  are  now  being  spent  for  the 
lings  they  have  had  to  deny  them- 
Ives,  and  that  this  can  only  go 
1  and  increase  as  the  war  prepa- 
itions  grow. 
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Up  to  this  time  the  country 
seems  to  have  been  in  a  fog  about 
the  war  and  its  effects  upon  busi¬ 
ness  and  upon  each  one  of  us. 
Mainly  they  have  been  depressed 
and  fearful,  as  for  instance  the 
stock  market  on  even  war  mate¬ 
rials.  It  is  time  this  early  stam¬ 
pede  had  passed,  and  the  upswing 
that  accompanies  every  war  set  in 
for  all  manner  of  products,  and  we 
believe  that  that  upswing  is  just 
about  here.  It  can’t  be  far  off  in 
canned  foods.  If  we  never  get  into 
active  warfare — and  that  is  a  pre¬ 
sumption  which  wise  men  do  not 
entertain — there  will  not  be  enough 
canned  foods  to  supply  our  own  de¬ 
mand  until  new  goods  can  be  pro¬ 
duced  next  summer.  You  have  the 
market  prices  on  their  regular 
pages,  and  you  have  the  reports  of 
the  market  conditions  in  all  lead¬ 
ing  markets,  following  this.  What 
holds  in  one  section  largely  holds 
in  all,  so  let’s  look  into  this  mat¬ 
ter  of  canned  foods  supplies. 

SUPPLIES — So  far  canned  peas  is 
the  one  item  that  has  come  through 
anywhere  near  expectations;  and 
there  is  a  big  advertising  campaign 
on  to  move  these  goods  and  it  is 
known  that  shipments  of  canned 
peas  to  date  are  far  ahead  of  nor¬ 
mal.  But  look  at  canned  corn — 
and  as  you  do  you  can  see  canned 
tomatoes  for  they  are  running  to¬ 
gether  in  this  matter  of  the  1940 
outputs. 

Here  is  a  brief  summary  of  a 
report  made  to  the  Corn  Canners 
Service  Bureau,  by  members  in  all 
corn  canning  regions,  under  date 
of  September  13th.  Analyze  these 
reports,  as  to  the  percentages  ex¬ 
pected,  and  get  the  picture  clearly 
in  your  mind.  And  please  remem¬ 
ber  that  these  members  of  the  Bu¬ 
reau  have  not  lied  to  their  Secre¬ 
tary.  The  ultimate  outcome  may 
be  different,  but  at  the  time  of  re¬ 
porting  they  gave  the  picture  as 
they  saw  it,  and  in  the  matter  of 
corn  it  is  very  near  the  season’s 
finish. 


September  13,  1940. 

MAiNBi — Ample  evidence  that  10 
days  to  two  weeks  of  October  pack¬ 
ing  will  be  necessary  in  order  to  get 
between  50%  to  75%  of  normal 
crop. 

NEW  YORK — Looks  like  50%  yield 
— pack  one-fourth  finished  but  must 
have  two  weeks  in  October  without 
frosts  to  get  the  rest  of  our  corn. 

MARYLAND — Majority  report  yield 
reductions  in  the  neighborhood  of 
30%  and  pack  finishing  middle 
September. 

OHIO — Need  ideal  conditions  for 
next  two  weeks  in  order  to  hold  up 
to  prospects  of  yields  which  will 
reach  S0%  to  50%  of  1939. 

INDIANA — Majority  report  packing 
conditions  indicate  they  are  run¬ 
ning  between  20  cases  and  40  cases 
per  acre. 

ILLINOIS — Majority  report  yields 
approximately  50%  of  1939  with 
spotty  reports  in  northern  area 
with  yields  of  from  85%  to  the 
same  as  of  1939.  Majority  pack 
completed. 

lOWA-NEBRASKA — Pack  largely 
completed  with  yields  reported  as 
averaging  from  50%  to  80%  of  1939 
on  harvested  acreage.  Scattering  re¬ 
ports  of  acreage  lost  due  to  flooded 
conditions  varying  from  20%  to 
25%. 

MINNESOTA — Majority  report  pack 
completed  with  late  yields  bringing 
averages  close  to  1939. 

WISCONSIN — Majority  report  pack 
being  delayed  by  cool  weather  but 
prospects  for  fair  yields.  Scatter¬ 
ing  reports  of  pack  being  completed. 

WYOMING — Crop  excellent,  yields 
heavy,  expect  to  finish  September 
25th. 

If  the  average  condition  of 
canned  corn  equals  70%  of  last 
year’s  pack,  that  would  mean  a 
pack  of  about  10,196,839  cases  for 
1940.  That  is  a  high  average, 
based  upon  these  reports  which  run 
all  the  way  from  30%  of  1939  to 
80  %;  as  the  highest. 

We  have  said  that  the  canned  to¬ 
mato  output  seems  to  be  following 
exactly  in  the  footsteps  of  corn,  as 
to  crop  yields  and  prospects.  If 
anything  it  is  worse  right  now,  but 
tomatoes  may  get  a  later  closing 
date  than  corn  —  though  you  will 
notice  in  our  Crop  Reports  that 
some  expect  to  have  no  Tomato 


Juice — but  take  that  70%  as  their 
average  yield  and  the  pack  of 
canned  tomatoes  for  1940  will 
amount  to  but  15,946,603  cases. 
For  the  past  few  years  it  has  taken 
nearly  25  million  cases  to  supply 
the  market,  and  there  was  no 
heavy  Government  buying  for  a 
rapidly  expanding  army,  and  re¬ 
tailers’  and  distributors’  stocks 
were  heavier  than  in  recent 
months. 

Add  to  these,  shortages  in  other 
canned  foods  items,  including 
canned  fish,  fruits  and  specialties, 
and  how  you  goin’  to  feed  our  pop¬ 
ulation  with  these  short  supplies? 
It  is  about  time  the  canners  woke 
up,  and  took  strong  hold  of  all  re¬ 
maining  stocks,  for  they  are  most 
certainly  good  property,  and  must 
bring  much  better  prices  than  now 
ruling.  Present  market  prices  on 
canned  foods,  now  at  or  very  near 
cost,  will  look  very  funny — or 
rather  sad — a  few  months  from 
now.  But  it  will  do  you  no  good 
to  see  this  if  you  have  sold  your 
goods.  This  is  most  certainly  the 
time  to  think  seriously.  Canned 
foods  are  a  necessary  war-time 
item,  so  you  are  playing  a  sure 
thing. 

NEW  YORK  MARKET 

Many  Canners  Withdrawn — More  Firmness 
And  Better  Buying — Chains  Coming  In — 
Vegetables  Show  Price  Improvement — Fish 
Shows  Steady  Increase — Fruits  Regarded 
With  Confidence 

By  “New  York  Stater’’ 

New  York,  September  20,  1940. 

THE  SITUATION — The  market, 
pricewise,  continues  to  show  im¬ 
provement  and  the  tempo  of  trad¬ 
ing  is  quickening  slightly.  With¬ 
drawals  from  the  market  by  many 
canners  are  tending  to  serve  no¬ 
tice  effectively  on  the  distributors 
that  the  buyers’  market  is  a  thing 
of  the  past,  and  while  it  is  not  a 
sellers’  market  in  all  respects  as 
yet,  things  seem  to  be  heading  that 
direction  with  respect  to  a  number 
of  canned  foods.  West  Coast  sal¬ 
mon  prices  are  firming  up,  the  gen¬ 
eral  list  of  vegetables  is  displaying 
firmness,  and  fruits  seem  to  be 
definitely  on  the  mend. 


THE  OUTLOOK — Chains  and  su¬ 
per-markets  are  beginning  to  build 
up  inventories  against  anticipated 
volume  during  the  closing  quarter 
of  the  year,  and  wholesale  grocers 
are  also  beginning  to  shop  the  mar¬ 
ket  more  extensively.  It  is  expect¬ 
ed  that  volume  will  show  consid¬ 
erable  appreciation  in  the  near  fu¬ 
ture  as  the  continued  strength  of 
the  market  is  beginning  to  con¬ 
vince  distributors  that  the  current 
rally  is  no  flash  in  the  pan. 

TOMATOES — With  the  much-pub¬ 
licized  “glut”  still  conspicuous  by 
its  absence  and  the  anticipated 
deluge  of  bargain-price  offerings 
also  among  the  missing,  buyers 
are  beginning  to  take  hold  of  the 
market  for  Southern  tomatoes  at 
current  prices,  which  are  certainly 
low  enough  in  comparison  with 
other  canned  foods.  For  prompt 
shipment,  the  market  is  generally 
at  a  minimum  of  54  cents  for  2s, 
75  to  80c  for  2V2S>  and  $2.40  for 
10s,  all  f.  o.  b.  canneries. 

PEAS — Standards  are  attracting 
more  buying  attention,  and  busi¬ 
ness  for  prompt  shipment  is  run¬ 
ning  into  more  volume.  Standard 
4  sieve  at  Southern  canneries  is 
held  at  70c  and  upwards,  with  10s 
at  $4.00,  while  3  sieve  range  721/2- 
75c  on  2s  and  $4.10-$4.25  on  lOs. 
It  is  reported  that  cannery  hold¬ 
ings  of  No.  10s  of  all  grades  are 
dwindling  rapidly,  and  further 
price  advances  appear  in  prospect 
on  this  size. 

BEAN  s — Continued  firmness  is 
evident  on  stringless  beans,  and 
canners  are  firming  up  in  their 
price  views.  Standard  cut  green  2s 
may  still  be  bought  at  60c  in  some 
quarters,  but  62i/2-65c  is  nearer  the 
market  with  many  sellers.  Stand¬ 
ard  cut  wax  2s  range  62i/4-65c, 
f.  o.  b.  canneries,  with  extra  stand¬ 
ards  at  70c  and  upwards,  and  fancy 
ranging  $1.05  to  $1.25,  as  to  size. 

CORN — Prices  are  still  strong  and 
further  advances  are  looked  for. 
Southern  packers  are  quoting 
standard  crushed  evergreen  at 
621/2C  bottom  on  2s,  with  10s  at 
$4.00,  with  extra  standards  at  70c 
and  $4.25.  On  fancy  whole  grain 
bantam  corn,  the  market  is  strong 
at  90c  for  2s  and  $5  for  10s. 


SALMON — Increasing  firmness  in 
the  salmon  market  was  reflected 
this  week  by  a  5c  advance  on  pinks, 
named  by  Deming  &  Gould,  bring¬ 
ing  the  market  up  to  $1.40,  Seat¬ 
tle.  This  price  is  expected  to  be  met 
by  other  sellers.  Chums  are  firm  at 
$1.25,  and  Alaska  reds  remain  un¬ 
changed  at  $2.40  to  $2.45,  with 
packers  talking  a  $2.50  market  for 
this  grade.  Demand  has  held  up 
fairly  well,  with  jobbers  covering 
moderately  against  anticipated  re¬ 
quirements. 

SARDINES — Continued  scarcity  of 
supplies  has  brought  an  advance  on 
quarter  oil  keyless  to  $3.50  basis 
f.  o.  b.  Eastport.  Prompt  shipment 
offerings  continue  limited.  Califor¬ 
nia  sardines  are  coming  in  for 
more  buying  interest  as  a  result 
of  the  short  Maine  pack  and  the 
continued  scarcity  of  imported 
varieties. 

LOBSTER — This  item  is  moving  in 
better  volume,  with  spot  stocks  re¬ 
ported  cleaning  up,  notably  on  Is 
and  quarters.  Sellers  hold  the  mar¬ 
ket  at  $5.00  for  Is,  $1.50  for  quar¬ 
ters,  and  $2.50  for  halves,  ex- ware¬ 
house,  New  York. 

SHRIMP — With  labor  conditions 
in  Gulf  packing  areas  clearing  up, 
canners  are  proceeding  with  pack¬ 
ing  operations.  The  market,  f.o.  b. 
cannery  is  posted  at  $1.20  for  No. 
1  wet  jumbos,  $1.15  for  large, 
$1.10  for  medium,  and  $1.05  for 
small. 

CALIFORNIA  FRUITS — Recent  ad¬ 
vances  on  cling  peaches  and  fruit 
cocktail  have  imparted  a  better 
tone  to  the  entire  market,  and  dis¬ 
tributors  are  going  ahead  with 
more  confidence  in  making  addi¬ 
tional  commitments  for  prompt 
and  nearby  shipment.  Pears  are  at¬ 
tracting  more  interest,  with  the 
market  held  at  $1.50  on  standard 
2V2S  and  $1.65  on  choice. 

NEW  PACK  CITRUS — Both  Florid; 
and  Texas  canners  are  reported  in 
the  market  with  quotations  on  nev 
pack  grapefruit  juice,  prices  rang 
ing  55  to  60c  for  unsweetened  2s 
with  46-ounce  unsweetened  ai 
$1.25.  Prices  on  small  unsold  stocks 
of  the  current  year’s  pack  continue 
to  strengthen  as  canners’  assort 
ments  and  stocks  dwindle,  and 
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there  is  a  good  amount  of  buying 
interest  in  the  market  at  the 
noment. 

A.  E.  DILLON — The  trade  here  was 
saddened  this  week  to  learn  of  the 
death  of  Addis  E.  Dillon,  who  was 
;or  many  years  canned  foods  buyer 
for  Austin,,  Nichols  &  Co.,  and  was 
well  known  to  the  canning  trade 
throughout  the  country.  Mr.  Dillon 
died  in  Cleveland  on  September  15, 
and  burial  was  at  Fond-du-lac, 
Wisconsin,  on  September  18.  He 
retired  from  Austin,  Nichols  &  Co. 
a  few  years  before  that  firm  with¬ 
drew  from  the  food  field. 

CHICAGO  MARKET 

War  Scare  Retarding  Heavy  Buying — Tomato 
Strength  Due  to  Canners  Withdrawing  From 
Market — But  Few  Sellers  of  Tomato  Puree — 
Catsup  Makers  Withdrawn  —  Corn  Very 
Strong  —  Fair  Movement  of  Peas  —  Short 
Deliveries  on  Beans — West  Now 
Supplies  Limas. 

By  “Illinois 

Chicago,  Sept.  19,  1940. 

GENERAL  MARKET — Confidence  in 
canned  food  values  is  expressed  on 
all  sides.  Buyers  readily  admit  it 
looks  like  a  firm  market  from  now 
on,  but  many  of  them  will  not 
stock  very  far  ahead. 

As  one  prominent  factor  re¬ 
marked  yesterday,  speculative  buy¬ 
ing  is  retarded  by  fear  the  Nazis 
might  conquer  the  British  Isles. 

Distribution  into  retail  channels 
is  reported  as  most  favorable. 

TOMATOES  —  An  early  killing 
frost  would  certainly  make  for  a 
very  short  pack  in  Indiana  and 
surrounding  States.  Some  say  to 
h>ok  out  for  just  such  a  frost  the 
cud  of  the  month,  about  October  1. 
1  eceipts  to  date  have  been  very 
]  ght  and  about  40  per  cent  of  a 
:  3ar  ago  this  time.  Quality  has  not 
’  en  overly  good.  While  the  trad- 
g  market  has  firmed  a  little,  that 
i  mness  is  due  more  to  canners 
iving  withdrawn  from  the  market 
an  to  any  wide  or  broad  buying 
ovement.  It  is  still  possible  to 
irchase  out  of  Indiana:  No.  2 
andard  tomatoes,  65c  and  No.  2Y> 
‘andard  tomatoes,  85c  delivered, 
it  on  No.  10  standards  there  is  a 
gher  range  quoted,  with  $2.65, 


factory,  about  the  bottom.  Extra 
standard  and  near  fancy  tomatoes 
are  not  being  offered  freely.  Can¬ 
ners  are  having  difficulty  in  record¬ 
ing  those  better  qualities. 

TOMATO  PUREE — A  better  demand 
rules  on  No.  10  tin.  Sellers  are 
few.  It  has  been  difficult  thus  far 
this  season  to  pack  No.  10  fancy 
tomatoes  puree  of  proper  mold 
count.  $2.75  to  $3.00  for  No.  10 
tins,  f.  o.  b.  factory,  Indiana  and 
Ohio,  is  the  ruling  price. 

TOMATO  PRODUCTS — Both  catsup 
and  chili  sauce  canners  have  with¬ 
drawn.  Sales  of  goodly  quantities 
for  futures  were  recorded  to  the 
regular  trade  and  crop  conditions 
are  not  very  promising  at  this  time. 
Many  expect  a  short  supply. 

CORN — This  item  is  one  of  the 
strongest  in  the  entire  vegetable 
line.  No.  2  standard  cream  style 
white  is  quoted  at  65c  to  70c,  but 
sellers  are  not  plentiful.  Extra 
standard  white  and  extra  standard 
yellow  is  obtainable  at  75c  with  a 
fair  run  of  business  from  day  to 
day. 

Country  Gentleman  corn 
promises  to  be  in  light  supply  and 
offerings  both  in  fancy  and  extra 
standard  grades  are  limited. 

Interest  has  centered  in  whole 
kernel  corn  with  fair  trading  going 
on  at:  No.  2  fancy  whole  kernel 
yellow,  95c  to  $1.00,  No.  2  fancy 
whole  kernel  white,  90c  to  $1.00. 
One  prominent  feature  of  the  corn 
market  is  the  limited  quotations  of 
No.  10  tin  corn  of  all  grades,  varie¬ 
ties,  and  cream  style  as  well  as 
whole  kernel. 

PEAS — Movement  has  been  en¬ 
couraging.  No  large  buying  but  a 
steady  flow  of  small  orders.  No.  2 
standard  No.  4  sieve  Alaskas  at 
72i/)C  to  75c,  Wisconsin  factory, 
are  already  scarce.  The  most 
bountiful  supply  seems  to  lie  in 
No.  2  standard  No.  3  Alaskas. 
No.  10  peas  have  been  wanted  and 
the  market  is  firmer  on  that  size 
as  compared  with  the  family 
packages. 

GREEN  &  WAX  BEANS — Some  very 
short  deliveries  in  the  various 
grades  and  sizes  of  wax  beans  have 
been  announced  by  Wisconsin  can¬ 
ners  and  which  has  forced  our 


Chicago  trade  to  look  to  other  sec¬ 
tions,  like  New  York  and  Maine  for 
supplies. 

The  green  bean  situation  is  firm 
and  prices  held  strong.  Going  mar¬ 
ket  on  No.  2  standard  cut  green  is 
75c,  with  No.  10  tins,  $3.25. 

BEETS — Pack  progressing  better 
than  a  week  ago,  but  buyers  still 
crowding  for  deliveries  as  their 
stocks  were  reduced  to  the  mini¬ 
mum.  The  market  is  in  good  shape 
and  it  doesn’t  look  as  if  there  will 
be  too  many  beets  packed  this  year. 
Such  a  fear  was  expressed  earlier 
in  the  season  when  the  first  figures 
on  planted  acreage  were  announced. 

LIMA  BEANS  —  Middlewestem 
canners  of  limas  are  serving  this 
territory  more  and  more  each  year. 
Formerly  Maryland  and  Delaware 
shipped  large  quantities  into  Chi¬ 
cago,  but  each  season  sees  those 
growing  less  and  less. 

Wisconsin  lima  bean  canners  re¬ 
port  a  very  backward  season  and 
their  packs  cannot  possibly  be  as 
heavy  as  that  of  a  year  ago.  Prices 
are  steady. 

CALIFORNIA  FRUITS — Yellow  ding 
peaches  hold  the  limelight  and  are 
strong  with  $1.10  to  $1,121/2  bot¬ 
tom  on  No.  21/4  standards.  The 
total  pack  was  some  two  to  three 
million  cases  less  than  the  “wise¬ 
acres”  had  figured. 

Apricots  are  routine  in  call. 
Salad  and  cocktail  are  moving  well 
and  heavy  shipments  are  being 
received. 

PACIFIC  NORTHWEST — Pears  are 
also  being  shipped  freely  and  the 
trade  is  anxious  to  receive  deliv¬ 
eries.  No.  21/2  large  count  fancies 
are  becoming  scarce. 

All  berries  have  moved  up  a  bit 
and  some  items,  like  Cuthbert  red 
raspberries,  are  unobtainable,  espe¬ 
cially  in  the  No.  10  tins.  Some 
interest  has  been  noted  in  No.  10 
blackberries  this  week. 

FISH  —  Gulf  canners  report  a 
much  lighter  pack  of  shrimp  and 
that  soon  the  market  will  reflect 
that  shortage.  Maine  sardines  are 
stiffening.  Tuna  sales  have  been 
well  over  that  of  a  year  ago.  The 
salmon  outlook  is  one  of  strength 
due  to  much  smaller  pack  this  year 
than  last. 
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THE  GREAT  INTERSTATE  GROCERY 
CHAIN  “octopus” — Readers  of  this 
column  will  recall  that  the  name  of 
George  Viereck  was  associated 
with  the  name  of  Carl  Byoir,  the 
latter  having  been  employed  by  the 
“Octopus”  as  publicity  agent. 

There  is  a  syndicated  article  en¬ 
titled  “Merry  -  Go  -  Round”  that 
appears  in  many  newspapers  of  the 
U,  S.  A.,  and  the  following  is  taken 
from  one  of  those  articles  during 
the  past  week: 

“Viereck  brought  frequent  gifts 
of  candy  to  the  Lundeen  stenog¬ 
raphers,  but  eventually  they  got 
suspicious  and  reported  the  mys¬ 
terious  goings  and  comings  of  Nazi 
sympathizers  to  the  Lundeen  office. 
They  also  reported  the  presence  on 
the  Lundeen  office  force  of  a 
New  York  German  girl  whose 
German  husband  traveled  in  South 
America.” 

CALIFORNIA  MARKET 

Crops  Matured  Early — Crop  Statistics — 
Peach  Pack  Shorter  —  Salad  and  Cocktail 
Packs  Both  Shorter — Sales  to  Date  Heavy — 
Tomatoes  Ripening  All  At  Once  Will  Cut 
Down  Pack — Italian  Tomato  Pack  Cut — 
Some  Prices  Withdrawn  —  Salmon  Pack 
Lightest  In  5  Years — Sardine  Strike  Ends. 

By  “Berkeley” 

San  Francisco,  Sept.,  19,  1940. 

CROPS — The  September  crop  re¬ 
port  of  the  California  Cooperative 
Crop  Reporting  Service,  in  which 
the  United  States  Department  of 
Agriculture  and  the  California  De¬ 
partment  of  Agriculture  do  team 
work,  reviews  the  fact  that  there 
have  been  no  long  periods  of  exces¬ 
sively  hot  weather  or  damaging 
rains  this  season.  Crops  generally 
have  ripened  a  little  earlier  than 
usual,  with  the  harvesting  season 
a  little  shorter.  The  main  peach 
crop  in  California  had  been  har¬ 
vested  by  September  1,  with  only 
late-maturing  table  varieties  to  be 
handled.  Cling  peaches  for  can¬ 
ning  fell  below  the  high  average  of 
No.  1  fruit  as  made  in  1939,  with 
the  crop  estimated  at  351,000  tons, 
against  366,000  tons  a  year  ago. 
Freestones  were  also  a  lighter  crop 
than  in  1939.  The  pear  crop  has 
largely  been  harvested,  as  far  as 
Bartletts  are  concerned,  with  most 


of  the  deliveries  now  from  the 
areas  of  highest  elevations.  The 
crop  of  Bartletts  is  estimated  at 
196,000  tons,  against  221,000  tons 
last  year.  The  condition  of  olives 
is  estimated  at  73  per  cent  of  a 
full  crop,  which  means  that  about 
45,000  tons  will  be  available.  The 
plum  crop  has  largely  been  har¬ 
vested,  with  an  output  estimated  at 
74,000  tons,  or  about  3,000  tons 
more  than  in  1939. 

PEACHES  —  The  Canning  Peach 
Advisory  Board  has  released 
figures  on  the  1940  pack  of  cling 
peaches,  indicating  that  this  is 
9,740,099  cases,  or  much  less  than 
had  been  estimated  when  the  pack¬ 
ing  season  started.  This  is  about 
900,000  cases  less  than  the  pack 
of  last  year.  The  figures  are  total 
cases  packed  and  take  into  account 
a  little  fruit  in  cold  storage  at  the 
time  the  estimates  were  made.  The 
audited  figures  to  be  released  later 
will  show  but  little  change  from 
those  just  brought  out.  The  pack 
of  fruits  for  salad  for  the  season 
amounted  to  but  485,668  cases  and 
that  of  fruit  cocktail  4,137,475 
cases.  The  combined  packs  of  these 
items  is  less  than  that  of  a  year 
ago. 

The  bringing  out  of  cling  peach 
pack  figures  has  served  to  further 
strengthen  a  market  that  has  been 
getting  stronger  for  several  weeks. 
Some  operators  hold  that  between 
six  million  and  seven  million  cases 
of  new  pack  clings  have  already 
been  sold  this  season.  They  point 
out  that  on  June  1st,  there  were 
but  2,002,884  cases  unsold  and  that 
the  carry  -  over  and  new  pack 
amount  to  but  11,742,985  cases. 
This  suggests  that  only  about  five 
million  cases  remain  to  be  disposed 
of.  As  one  operator  puts  it,  “We 
have  the  healthiest  picture  on  can¬ 
ned  peaches  we  have  seen  in  years. 
It  looks  as  though  the  domestic 
market  is  going  to  take  care  of 
both  carry-over  and  the  new  pack.” 
Quotations  remain  the  same,  but 
several  large  canners  who  have 
been  quoting  choice  No.  2i/^s  at 
$1.20  have  advanced  to  $1.25,  or 
half  way  between  the  high  and  low. 

TOMATOES  —  The  situation  that 
prevailed  on  fruits  this  year,  a 
short  packing  season,  promises  to 
cut  down  the  size  of  the  tomato 


pack.  Tomatoes  have  been  ripening 
all  at  once  and  canners  are  hard 
pressed  to  handle  offerings.  Some 
are  operating  their  plants  twenty- 
four  hours  a  day  without  being  able 
to  handle  all  the  tomatoes  con¬ 
tracted  for  and  are  asking  out¬ 
siders  to  help  them  out.  Vines  are 
exhausting  themselves  early  in  the 
season  and  the  late  pack  is  expected 
to  be  cut  down. 

Italian  type  tomatoes  promise  a 
larger  pack  than  a  year  ago,  owing 
to  increased  acreage,  but  the  out¬ 
put  may  prove  less  than  seemed 
likely  a  few  weeks  ago.  The  mar¬ 
ket  is  very  firm  at  $3.65  for  No.  Is, 
$2.75  for  No.  21/2  and  $2.25  for 
No.  10s,  with  some  canners  not  at 
all  anxious  to  book  business  at 
these  prices. 

Under  date  of  September  12,  the 
California  Packing  Corporation 
brought  out  formal  opening  prices 
on  1940  pack  of  California  toma¬ 
toes  and  tomato  products.  It  has 
withdrawn  offerings  of  Del  Monte 
solid  pack,  owing  to  a  sold  up  con¬ 
dition,  but  offers  standards  at  621/2 
cents  for  No.  1  tall,  75  cents  for 
No.  2  tall,  90  cents  for  No.  21/2S 
and  $2.75  for  No.  10s.  Puree  is 
quoted  at  $3.25  for  Del  Monte  No. 
10,  with  $3.00  for  other  brands. 
Del  Monte  tomato  juice  is  quoted 
at  40  cents  for  buffet,  521/4  cents 
for  No.  211,  62 1/2  cents  for  No.  1 
tall,  721/2  cents  for  No.  2  tall,  $1.55 
for  47  ounce,  and  $2.75  for  No.  10. 
Del  Monte  Chili  Sauce  is  listed  at 
$6.50  for  No.  10,  with  Del  Monte 
catsup  at  $5.00  for  this  size,  and 
Mission  or  Argo  catsup  at  $3.75. 

SALMON  —  The  Alaskan  salmon 
pack  is  proving  the  lightest  in  five 
years,  with  an  output  of  4,930,212 
cases  up  to  September  7.  This  was 
made  up  of  2,912,948  cases  of 
pinks,  921,769  cases  of  reds, 
840,716  cases  of  chums,  231,704 
cases  of  cohoes  and  23,075  cases  of 
kings.  Last  year  at  a  correspond¬ 
ing  date  the  pack  amounted  tc 
5,136,437  cases. 

SARDINES — The  strike  of  sardini 
cannery  workers  at  Monterey,  Cali¬ 
fornia  has  come  to  an  end  ant 
packing  will  get  under  way  shortly 
Little  fishing  is  expected  for  abou* 
a  week,  however,  as  prices  for  fish 
have  not  been  definitely  decided 
upon  and  the  full  moon  interfere? 
with  the  work. 
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The  California  Packing  Corpora- 
i.on  brought  out  opening  prices 
s^averal  weeks  ago  on  buffet  and 
^  0. 1  special  Storm  King  and  Boat- 
5 ’.vain  brands  of  natural  sardines 
and  pilchards,  these  being  new 
items  for  the  firm.  Natural  sar¬ 
dines  in  both  brands  are  offered  at 
$.1.00  per  case  for  96  buffet  size 
and  $2.25  for  48  No.  1  specials. 
1  ilchards  are  quoted  at  the  same 
price,  but  in  the  Boatswain  brand 
are  available  only  in  the  No.  1 
special.  This  firm  has  more  recently 
brought  out  prices  on  Del  Monte 
brand  No.  1  oval  sardines  in 
tomato  sauce,  mustard  sauce  and 
natural  at  85  cents  a  dozen. 


GULF  STATES  MARKET 

Labor  Troubles  Being  Settled — Shrimp  Can¬ 
ning  Begins — Alabama  Forms  New  Union — 
Heavy  Buying  Causing  Shipment  of  Pack  as 
Fast  as  Made — Placing  Orders  for  Oysters. 

By  “Bayou” 

Mobile,  Ala.,  Sept.  19,  1940. 

BRANCH  OF  BILOXI  UNION  SIGNS 
WITH  PACKERS — Report  was  re¬ 
ceived  from  Pass  Christian,  Missis¬ 
sippi,  that  officials  of  the  Pass 
Christian  Sea  Food  Association, 
which  was  organized  last  December 
from  the  ranks  of  the  Gulf  Coast 
Shrimpers’  and  Oystermen’s  Asso¬ 
ciation  of  Biloxi,  Mississippi,  an¬ 
nounced  that  an  agreement  was 
reached  on  September  11  at  New 
Orleans  with  the  Dunbar-Dukate 
Company  on  the  price  of  shrimp, 
aiid  that  the  Pass  Christian  factory 
would  start  to  can  shrimp  at  once. 

Under  the  agreement,  the  Louisi- 
a  ;a  price  will  prevail,  though  it  is 
11  -derstood  that  should  the  Missis- 
^  ppi  packers  settle  on  a  higher 
P  ice  with  the  other  union  fisher- 
1  en,  the  Pass  Christian  union 
V  uild  immediately  increase  its 
}  ice  to  the  higher  level. 

The  Louisiana  price  since  Sep- 
1  nber  1,  has  been  $7  per  barrel 
'  r  shrimp,  with  the  freight  boats 

rnishing  ice. 

Report  from  Biloxi  is  that  only 

<  9  factory  is  operating  there  and 
)  is  the  Gulf  Seafood  Co.,  Inc., 

<  med  by  Frank  Johnson. 


They  are  handling  a  good  quan¬ 
tity  of  shrimp  and  they  employ 
about  250  workmen  in  their  plant, 
besides  the  fishermen  that  catch 
the  shrimp. 

The  seafood  canneries  in  Biloxi 
that  are  under  Government  inspec¬ 
tion  must  continue  to  pay  $150  per 
month  inspection  costs  all  the  time 
that  their  plants  are  shut  down, 
just  the  same  as  if  they  were  in 
operation. 


ALABAMA  SEAFOOD  WORKERS  ALSO 
WITHDRAW  FROM  BILOXI  UNION — 
Soon  after  the  shrimpers  and 
oystermen  of  Bayou  La  Batre, 
Alabama,  withdrew  from  the  Gulf 
Coast  Shrimpers’  and  Oystermen’s 
Association  of  Biloxi,  the  factory 
workers  of  Bayou  La  Batre  drew 
up  a  petition  to  form  a  new  union, 
which  was  signed  by  the  majority 
of  the  workers,  and  a  meeting  was 
held  organizing  the  Seafood  Work¬ 
ers’  Union  of  Bayou  La  Batre  with 
the  intention  of  co-operating  with 
the  Alabama  shrimpers. 

The  president  of  the  Gulf  Coast 
Union  of  Biloxi,  Miss  Deannie 
Duvall,  of  Mississippi,  upon  hear¬ 
ing  of  the  petition,  came  to  Bayou 
La  Batre  and  requested  the  mem¬ 
bership  book  be  returned  to  the 
Gulf  Coast  Union. 

The  Bayou  La  Batre  shrimp  fac¬ 
tory  workers  held  their  first  in¬ 
dependent  meeting  last  Friday 
night  and  obtained  permission  for 
their  charter  and  elected  the  fol¬ 
lowing  officers : 

Mrs.  Emma  Curren,  president; 
Edward  Ishee,  vice  -  president ; 
Mrs.  Leonora  Landry,  secretary 
and  treasurer  (formerly  secretary 
and  treasurer  of  the  Gulf  Coast 
Union)  ;  four  trustees,  Cordy  Good¬ 
man,  Norman  Cox,  Cecil  Grant  and 
Mrs.  Anna  Nelson. 


SHRIMP  —  The  factories  in  this 
section  that  have  been  operating 
have  been  running  in  high"  gear,  as 
there  have  been  plenty  of  shrimp 
and  of  a  good  quality,  so  things 
have  been  very  lively  in  communi¬ 
ties  where  these  factories  are 
located. 


The  raw  headless  shrimp  dealers 
are  also  handling  a  good  many 
shrimp  and  all  helps  to  boost 
times. 

The  factories  that  are  canning 
shrimp  report  a  good  volume  of 
business  booked  and  they  are 
shipping  the  shrimp  about  as  fast 
as  they  put  ’em  in  the  cans. 

The  price  of  canned  shrimp  is 
$1.10  per  dozen  for  No.  1  small; 
$1.15  for  No.  1  medium,  and  $1.20 
for  No.  1  large,  f.  o.  b.  factory. 

OYSTERS — Oysters  are  improving 
in  size- as  the  season  advances  and 
the  weather  gets  cooler,  but  they 
will  have  to  get  much  fatter  before 
any  canning  is  done  and  all  the 
oysters  produced  now  are  handled 
raw. 

A  good  volume  of  canned  oyster 
business  is  being  booked  in  this 
section,  and  with  normal  produc¬ 
tion,  we  should  have  a  normal 
season. 

The  price  of  canned  oysters  is 
$1.05  per  dozen  for  five  ounce  and 
$2.10  for  ten  ounce,  f.  o.  b.  factory. 


S.  M.  A.  BUYS  FOOD  FOR  FINLAND 

Announcement  was  made  in  Washing¬ 
ton  this  week  that  the  Surplus  Market¬ 
ing  Administration  of  the  Department 
of  Agriculture  is  preparing  to  purchase 
large  supplies  of  foodstuffs  for  the 
American  Red  Cross  for  shipment  to 
Finland. 

Purchases  will  be  made  from  the 
$50,000,000  appropriated  by  Congress  for 
the  Red  Cross.  Among  the  food  pur¬ 
chases  will  be  250,000  bushels  of  wheat, 
1,750,000  pounds  of  lard,  2,500,000 
pounds  of  dried  fruits,  500,000  pounds  of 
beans,  10,000  cases  of  cane  syrup,  12,500 
cases  of  canned  grapefruit  juice. 


PIMIENTO  CROP  HIT 

Due  to  the  late  spring  and  recent 
storms,  the  Georgia  pimiento  crop  will 
be  under  average  this  year  according  to 
the  Pimiento  Canners  Association’s  Sec¬ 
retary,  J.  L.  Bloodworth. 


McKinney  in  Washington 

Preston  McKinney,  president  and  sec¬ 
retary  of  the  Canners  League  of  Cali¬ 
fornia,  with  headquarters  at  San  Fran¬ 
cisco,  is  making  another  of  his  frequent 
trips  across  the  continent,  having  gone 
to  Washington,  D.  C.  on  business. 
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RIO  GRANDE  VALLEY 

Red  Cross  Asks  Bids  on  Grapefruit  Juice — 
Crop  Short  —  As  to  Futures’  Costs  —  Old 
Tomatoes  Cone — Should  Be  Good 
Winter  Pack. 

By  “Rio  Grande" 

Mission,  Texas,  Sept.  19,  1940. 

GRAPEFRUIT — The  Federal  Sur¬ 
plus  Commodities  Corporation  is 
asking  for  bids  on  grapefruit  juice, 
for  shipment  by  the  American  Red 
Cross  to  Finland,  for  Finnish  re¬ 
lief.  There  is  very  little  juice  upon 
which  to  bid  at  this  time,  but  there 
are  some  stocks  of  5-oz.  and  2’s 
which  should  well  be  cleared  out. 
And  a  few  cases  of  the  46-oz.  size 
getting  too  close  to  the  Nupack 
juice  deadline.  This  is  good  for  the 


juice  industry,  if  this  juice  is  going 
to  be  kept  off  the  American  mar¬ 
ket;  provided,  of  course,  canners 
elect  to  make  bids.  On  Nupack 
juice  most  of  the  industry  favors, 
and  favors  strongly,  price  of  at 
least  57V^c  and  $1.25  f.  o.  b.  com¬ 
mon  Valley  points.  Upon  the  basis 
of  30  cents  an  hour  labor,  and  a 
potential  $7.00  per  ton  for  fruit 
delivered  to  the  processing  plants, 
to  pack,  for  instance,  1,162  cases 
46-OZ.  juice  and  sell  at  $1.15,  which 
some  buyers  advocate,  is  to  lose 
$165.18  on  the  transaction.  This 
calculation  is  based  on  the  cost 
figures  of  one  large  canner  last 
season  extended  to  this  season’s 
cost.  The  crop  down  here  remains 
short,  and  considering  the  fact  it 
will  be  permissible  for  the  fresh 


fruit  packers  to  ship  cull  fruit, 
provided  it  is  plainly  marked 
“Culls,"  fruit  may  be  somewhat 
short  to  the  canner. 

TOMATOES  —  There  are  more 
winter  tomatoes  planted  down  here 
than  there  were  last  spring.  Lack¬ 
ing  frost  and  freeze,  there  should 
be  a  good  winter  pack.  Most 
packers  have  sold  out  of  their  old 
pack  tomatoes,  and  the  poor  season 
just  past  is  just  another  lesson  to 
be  either  forgotten  or  remembered, 
depending  upon  those  who  got 
burnt  and  those  who  didn’t. 

TURNIP  AND  MUSTARD  GREENS — 
These  two  items  are  now  being 
packed  down  here  and  thus  offi¬ 
cially  opens  the  winter  canning 
season  of  the  Rio  Grande  Valley. 


METHOD  and  COST  of  DISTRIBUTION 

A  Federal  Trade  Commission  Resolution 

Adopted  June  27^  1940 


Whereas,  an  ample  and  unobstructed  flow  of  com¬ 
merce  in  the  United  States  is  dependent  upon  systems 
of  distribution  which  make  possible  the  delivery  to 
domestic  dealers,  consumers  and  users  of  a  continuous 
and  adequate  supply  of  goods  and  commodities  at 
reasonable  prices. 

And  Whereas,  the  costs  of  distributing  goods  and 
commodities  from  the  producer  to  the  American  con¬ 
sumer  bear  a  direct  and  substantial  relation  to  the 
prices  at  which  such  products  are  made  available  to 
the  people  of  the  United  States; 

And  Whereas,  there  are  indications  of  the  existence 
of  artificial  and  uneconomic  methods  (f  distribution 
and  unnecessary  barriers  to  the  free  flow  of  commodi¬ 
ties  inimical  to  the  public  welfare; 

And  Whereas,  published  studies  based  on  Census 
data  and  various  investigations  made  by  State  and 
private  agencies  indicate  that  more  than  one-half  of 
the  cost  to  domestic  consumers  and  users  of  all  com¬ 
modities,  taken  together,  consists  of  costs  and  expenses 
occurring  in  the  processes  of  distribution,  and  that 
the  proportion  of  the  costs  of  distribution,  as  compared 
to  all  other  costs,  has  been  increasing ; 

A7id  Whereas,  there  are  many  functions  to  be  per¬ 
formed  in  the  processes  of  distributing  commodities 
and  there  is  a  wide  diversity  in  the  degree  of  separa¬ 
tion  or  combination  of  such  functions  in  the  various 
lines  of  commerce,  in  the  differing  ways  whereby  they 
are  performed,  and  generally  in  the  means  and  methods 
used  for  promoting  demand  for,  effectuating  sales  of 
and  distributing  and  delivering  commodities  in  inter¬ 
mediate  markets  and  to  the  ultimate  consumers,  all  of 


which  variations  bring  about  differing  costs  of  func¬ 
tional  expense  and  costs  of  distribution; 

And  Whereas,  there  is  evidence  that  there  are 
various  channels  and  methods  of  distribution  and 
certain  practices  used  in  connection  therewith  that  are 
uneconomic,  and  that  the  convenient  and  economic  flow 
of  commodities  and  the  development  of  some  types  of 
distribution  have  been  hampered  by  restrictions, 
usages  and  practices; 

And  Whereas,  the  Federal  Trade  Commission  deems 
that  it  is  in  the  public  interest  that  the  development 
of  distributive  processes  and  methods  throughout  the 
entire  commercial  structure  of  the  nation  should  be  in 
the  direction  of  improving  the  methods  of,  and  mini¬ 
mizing  the  cost  of,  distribution,  and  that  an  investi¬ 
gation  of  the  general  subject  of  current  distributive 
costs  and  methods  and  the  publication  of  the  findings 
made  thereon  would  promote  these  ends ; 

Noiv  Therefore  Be  It  Resolved  that  the  Federal 
Trade  Commission,  in  the  exercise  of  the  powers 
vested  in  it  by  Section  6,  paragraphs  (a)  and  (b)  of 
the  Federal  Trade  Commission  Act,  and  with  the  ail 
of  any  and  all  powers  conferred  upon  it  by  law,  do 
forthwith  proceed  to  make  an  investigation  of  the 
methods  and  costs  (including  operating  margins,  gro?s 
and  net)  of  distributing  commodities  in  the  channels 
of  commerce  in  the  United  States,  and  of  such  relevant 
practices,  usages,  trade  barriers,  laws,  charges,  rates 
and  other  factors  as  are  an  element  of  or  affect  suc'i 
methods  or  costs  in  any  substantial  degree. 

By  direction  of  the  Commission. 

Otis  B.  Johnson, 

Secretary. 
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CANNED  FOOD  PRICES 


All  Prices  quoted  F.  O.  B.  Factory 

Prices  given  represent  the  high  and  low  canners’  selling  price 
of  the  current  week,  subject  to  the  customary  cash  discounts. 
Quotations  per  dozen  unless  otherwise  noted.  “Eastern” 
quotations  for  Atlantic  Coast  States  east  of  Ohio  River; 
“Central”:  Central  States  west  of  Ohio  River  to  Mountain 
States;  “West  Coast”:  Mountain  and  Pacific  Coast  States. 

Quotations  on  this  page  are  for  spot  goods.  For  future 
quotations  see  market  reports. 


Canned  Vegetables 


Eastern 

Central 

West  Coast 

Low 

High 

Low 

High 

Low 

High 

ASPARAGUS 

White  Colossal,  No.  2% . . 

2.66 

2.80 

Large,  No.  2% . 

2.70 

2.85 

Medium,  No.  2% . 

2.66 

2.70 

Green  Mam.,  No.  2  ro.  cans . 

2.60 

2.60 

2.65 

2.60 

Large,  No.  2 . 

2.30 

2.50 

2.30 

2.36 

2.36 

2.30 

2.40 

2.60 

Tips,  White,  Mam.  No.  1  sq.... 

2.60 

2.70 

Small,  No.  1  sq . 

2.40 

2.66 

Green  Mam.,  No.  1  sq . 

2.40 

2.60 

2.26 

2.40 

2.2B 

2.10 

2.15 

2.80 

2.60 

2.30 

2.36 

Green  Cuts  and  Tips.  28 . 

1.66 

1.66 

1.76 

Green  Cuts  and  Tips,  lOs . 

7.26 

7.60 

7.60 

9.60 

Green  Cuts,  28 . 

1.00 

1.06 

STRINGLESS  BEANS 


CANNED  VEGETABLES— Continued 


Eastern  Central 

Low  High  Low  Hieh 


CORN — WhoIcKrain 


Yellow,  Fancy  No.  2 . . 

. 90  .96 

.90 

1.02% 

No.  10  . 

5.00 

5.50 

Ex.  Std.  No. 

. .  .87%  .90 

.80 

.87% 

No.  10  . 

Std.  No.  2 . 

.  6.00  6.60 

.77% 

.80 

No.  10  . 

3.60 

White,  Fancy  No.  2 . 

.90 

1.07% 

No.  10  . 

. .  5.26  5.50 

6.00 

5.50 

Ex.  Std.  No.  2 . 

. 80  .86 

.76 

.85 

No.  10  . 

.  6.00  . 

4.60 

Std.  No.  2 . 

. 72%  . 

.70 

.76 

No.  10  . . 

.  4.00  4.60 

4.26 

Shoepeg,  Fancy  No.  2 . 

.  1.00  1.00 

1.00 

1.00 

No.  10  . 

.  5.60  6.76 

6.00 

6.00 

Ex.  Std.  No.  2 . 

. 87%  .90 

No.  10  . 

.  6.60  . 

Std.  No.  2 . 

. 82%  .85 

.86 

CORN — Creamstyle 
Yellow,  Fancy  No.  2 . 

. 86  .90 

No.  10  . 

.  4.26  4.60 

4.00 

4.50 

Ex.  Std.  No.  2 . 

. 77%  .85 

.77% 

.85 

No.  10  . 

3.75 

4.26 

Std.  No.  2 . 

.65  .70 

.67% 

.70 

No.  10  . 

3.60 

4.00 

White,  Fancy  No.  2 . 

. 86  1.00 

.96 

1.00 

No.  10  . 

.  4.50  4.75 

4.00 

4.50 

Ex.  Std.  No.  2 . 

-70  .76 

.75 

.80 

No.  10  . 

,  „  4.26  4.35 

3.75 

4.50 

Std.  No.  2 . 

. 62%  .67% 

.70 

.75 

No.  10  . 

.  4.00  4.25 

3.00 

4.00 

HOMINY 

Std.  Split.  No.  1  Tall. 

No.  2%  . 

No.  10  . 


.72%  .85  .70  . 

2.36  2.76  2.00  2.36 


West  Coast 
Low  High 


Fancy  French  Cut  Green,  No.  2 

.86  1.00 

1.06 

1.10 

No.  10  . 

4.90 

6.00 

Ex.  Std.  Cut  Green,  No.  2 . 

.72%  .86 

.86 

.76 

.86 

No.  10  . 

3.40  3.60 

3.76 

3.85 

4.00 

Std.  Cut  Green,  No.  2 . 

.66  .70 

.76 

.77% 

.70 

.80 

No.  10  . 

3.15  3.26 

3.26 

3.60 

3.60 

3.75 

Fancy  Whole  Green,  No.  2 . 

1.26  1.40 

1.36 

1.50 

No.  10  . 

6.26  . 

4.86 

6.00 

Ex.  Std.  Whole  Green.  No.  2.... 

1.06  1.10 

1.20 

1.20 

No.  10  . 

3.86 

4.00 

Fancy  Cut  Wax,  No.  2 . 

1.06  1.25 

No.  10  . 

Ex.  Std.  Cut  Wax,  No.  2 . 

.70  .75 

.86 

No.  10  . 

3.60  . 

Std.  Cut  Wax,  No.  2 . . 

.67%  .70 

No.  10  . 

R  25  ’  . 

Fancy  Whole  Wax,  No.  2 . 

No.  10  . 

4.60  . 

Ex.  Std.  Whole  Wax,  No.  2 . 

.  1.00 

No.  10  . 

Std.  Whole  Wax,  No.  2 . 

No.  10  . 

••••SM 

Red  Kidney,  Std..  No.  2 . . 

.62%  .75 

•••**** 

No.  fO  . 

2.76  . 

I.IMA  BEANS 

No.  2  Tiny  Green . 

1.30  1.40 

1.36 

1.40 

1.50 

1.60 

No.  10  . 

7.00  7  50 

8.00 

No.  2  Fancy  Small  Green . 

1.20  1.30 

1.20 

1.30 

No.  2  Medium  Green . 

1.10  1.15 

1.10 

1.30 

1.25 

1.25 

No.  10  . 

5.75  5  00 

No.  2  Green  &  White . 

.70  .72% 

.90 

.90 

.90 

No.  10  . 

No.  2  Fresh  White . 

.60  .70 

.72% 

.80 

.90 

.95 

No.  10  . 

3  75 

No.  2  Soaked . 

.57%  . 

LdlETS 


hole.  No.  2 . 

.75 

1.16 

1.20 

4.00 

1.05 

4.00 

No.  2%  . 

No.  10  . 

.  1.00 

.  3.26 

No.  2%  . . 

No.  10  . 

67% 

.75 

.66  . . 

No.  2%  . 

. 77% 

.90 

.75  . 

No.  10  . 

.  2.75 

3.26 

3.00  . 

.d.  Sliced,  No.  2 . 

. 76 

.86 

.90 

>Jo-  2%  . 

. 96 

1.10 

.  3.60 

4.25 

3.36 

-ncy  Diced,  No.  2 . 

.90 

.70  . 

1.20 

No.  10  . 

3.60 

‘RROTS 


1.  Sliced,  wo.  z . 

No.  10  . 

.  4.60 

4.60 

1.  Diced,  No.  2 . 

. . 72% 

.76 

.72%  . 

.65 

.70 

.Vo.  10  . . . 

.  3.40 

3.60 

3.26  . 

:AS  AND  CARROTS 

d.  No.  2. . . 

_  ,70 

.80 

_  _ 

....... 

lacT  No.  2 . 

_  .90 

1.15 

1.05  1.20 

1.00 

1.10 

MIXED  VEGETABLES 

Fey.,  No.  2 . 

No.  10  . 

Std.,  No.  2 . 

No.  10  . 

PEAS 


.80  .92% 

4.26  4.60 

.60  .80 

3.26  4.00 


No.  2  Fancy  Sweets,  23 . 

No.  2  Fancy  Sweets,  3s . 

No.  2  Fancy  Sweets,  4s . 

No.  2  Fancy  Sweets,  5s . 

No.  2  Ex.  Std.  Sweets,  2s . 

No.  2  Ex.  Std.  Sweets,  3s . 

No.  2  Ex.  Std.  Sweets,  4s . 

No.  2  Ex.  Std.  Sweets,  6s . 

No.  2  Std.  Sweets,  2s . 

No.  2  Std.  Sweets,  3s . 

No.  2  Std.  Sweets.  4s . 

No.  2  Std.  Sweets,  5s . 

No.  10  Std.  Sweets,  2s . 

No.  10  Std.  Sweets,  3s . 

No.  10  Std.  Sweets,  4s . 

No.  10  Std.  Sweets,  6s . 

No.  2  Fey.  Alaskas,  Is . 

No.  2  Fey.  Alaskas,  2s . 

No.  2  Fey.  Alaskas,  3s . 

No.  2  Ex.  Std.  Alaskas,  Is . 

No.  2  Ex.  Std.  Alaskas,  2s . 

No.  2  Ex.  Std.  Alaskas.  3s . 

No.  2  Ex.  Std.  Alaskas,  4s . 

No.  2  Ex.  Std.  Alaskas,  5s . 

No.  10  Ex.  Std.  Alaskas.  Is . 

No.  10  Ex.  Std.  Alaskas,  2s . 

No.  10  Ex.  Std.  Alaskas.  3s . 

No.  10  Ex.  Std.  Alaskas,  4s . 

No.  2  Std.  Alaskas,  2s . 

No.  2  Std.  Alaskas,  3s . 

No.  2  Std.  Alaskas,  4s . 

No.  2  Std.  Alaskas,  6s . 

No.  10  Std.  Alaskas,  2b . 

No.  10  Std.  Alaskas,  Ss . 

No.  10  Std.  Alaskas,  4s . 

No.  2  Ungraded . 

Soaked,  2s  . 

lOs  . 

Blackeye,  2s.  Soaked . 

10s  . 

PUMPKIN 

Fancy,  No.  2 . 

No.  2% . 

No.  3  . . . 

No.  10  . 

SAUER  KRAUT 

Fancy,  No.  2 . 

No.  2%  . . . 

No.  3  . 

No.  10  . . . 

SPINACH 

No.  2 . 

No.  2%  . 

No.  10  . 

SUCCOTASH 

Std.  No.  2,  Gr.  Corn,  Dr.  Limas. 
Std.  No.  2,  Gr.  Com,  Fr.  Limas. 
Triple,  No.  2...........„«.....„..«_...... 


1.30 

1.35 

1.30 

1.50 

1.36 

1.60 

1.10 

1.26 

1.10 

1.26 

1.30 

1.40 

1.00 

1.16 

1.06 

1.20 

1.20 

1.30 

1.00 

1.10 

1.00 

1.10 

1.20 

1.10 

1.10 

1.20 

1.20 

1.25 

1.07% 

.95 

1.00 

1.10 

1.20 

.90 

1.02% 

.90 

.96 

.96 

1.00 

.87% 

.90 

.85 

.92% 

.97% 

.90 

.97% 

1.00 

.87% 

.90 

.96 

.95 

1.00 

.86 

.86 

.90 

.86 

.90 

.80 

.85 

.86 

.90 

5.26 

6.76 

6.26 

6.60 

6.00 

6.26 

5.00 

6.26 

4.00 

4.60 

4.60 

4.76 

4.25 

4.60 

4.26 

4.26 

4.76 

4.26 

4.60 

1.32% 

1.55 

1.30 

1.45 

1.16 

1.25 

1.20 

1.40 

1.35 

1.46 

1.10 

1.10 

1.16 

1.30 

1.40 

1.20 

1.00 

1.06 

1.16 

1.20 

1.30 

.90 

.90 

.86 

.95 

1.10 

1.20 

.80 

1.00 

1.10 

.97% 

1.00 

4.60 

4.50 

4.16 

.90 

.90 

1.00 

1.00 

1.10 

.75 

.80 

.80 

.85 

.90 

.95 

.70 

.75 

.72% 

.75 

.85 

.95 

.76 

.86 

.96 

4.25 

4.75 

4.00 

4.26 

4.00 

.70 

.76 

.95 

1.00 

.62% 

.60 

.60 

.60 

.60 

.66 

2.76 

3.00 

2.50 

.66 

.66 

.66 

II  .... 

3.00 

3.26 

— 

.67% 

.66 

.70 

.90 

.90 

.86 

.92% 

3.00 

2.76 

^26 

3M 

3.26 

.70 

.76 

.76 

.76 

.90 

.72% 

.76 

1.00 

1.16 

2.80 

3.40 

2.26 

2.76 

3.10 

3.30 

.65 

.70 

.65 

.65 

1.07% 

.86 

.90 

.85 

1.30 

1.36 

3.00 

3.40 

2.76 

2.85 

4.26 

4.35 

.85 

.85 

.90 

1.10 

.97%  .. 
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CANNED  FRUITS— Continaarf 


ESastern  Central  West  Coast 


SWEET  POTATOES 

Fey.,  No.  2,  Dry  Pack . 

No.  2%  . 

Low 

.70 

.90 

High 

Low  High 

Low  High 

No.  10  . 

.  3.00 

.76 

.76 

No.  2%  _ _ . 

No.  3  . 

Va  in  . 

,.  1.00 

,.  ’3.25 

1.07% 

3.25 

1.00 

TOMATOES 

.80 

.90 

.90 

1.10 

Solid  Pack 
1.05  1.15 

N  oy2  %  . 

1.26 

1.26 

1.25 

1.35 

1.26 

1.36 

Nft-  1  n  . . 

..  3.25 

4.00 

3.76 

4.50 

4.00 

4.35 

.60 

.46 

.47% 

.90 

.75 

.65 

.70 

.70 

No.  2%  . . 

.86 

1.00 

.90 

1.16 

1.16 

..  2.75 

3.40 

2.85 

3.50 

3.36 

.36 

.42% 

.40. 

With  puree 
.62%  .62% 

TJa  9.  . 

.65 

.70 

.62% 

.65 

.72% 

.90 

.76 

No.  2%  . 

..  .75 

.90 

.90 

.92% 

..  2.60 

3.00 

2.65 

3.00 

2.75 

2.85 

TOMATO  PUREE 

Std.,  No.  1,  Who.  St.  1.04 . 

.38 

..  2.80 

.60 

3.00 

.40 

3.00 

.46 

3.25 

3.25 

3.40 

Std.,  No.  1,  Trim  1.036 . 

.36 

..  2.60 

2.75 

.40 

2.76 

.42% 

3.00 

.62% 

2.85 

3.00 

TOMATO  JUICE 

No.  211  Cyl . 

.62% 

.70 

.57 . 

No.  2  Cyl . 

.75 

.70 

.72% 

...  2.60 

3.00 

2.70 

3.25 

2.75 

2.85 

TURNIP  GREENS 

...  .76 

.70 

.76 

...  1.06 

.95 

1.00 

No.  id* . 

...  3.76 

3.76 

3.26 

3.60 

Canned  Fruits 


APPLES 

2.76 

No.  10,’  standard  heavy  pack.... 

2.90 

No.  10,  fancy  heavy  pack . 

3.26 

APPLE  SAUCE 

.76 

3.25 

.65 

No.  10  . 

2.85 

2.90  3.00 

3!26  ii.'ss 


APRICOTS 

No.  2%,  Fancy . 

No.  2%.  Choice . . 

No.  2%  Std . 

No.  10  Fancy . 

No.  10,  Choice. . 

No.  10,  Std . 

BLACKBERRIES 

Std.,  No.  2 . 

No.  3  . 

No.  10,  water . 

BLUEBERRIES 

No.  2  . 

No.  10  . . 

CHERRIES 

Red  Sour  Pitted,  No.  2 . 

Red  Sour  Pitted.  No.  10 . 

R.  A.  Fey.,  No.  2% . 

Choice,  No.  2% . 

Std.,  No.  2V4 . 

Fey.,  No.  10 . .....•• 

Choice,  No.  10 . 

Std..  No.  10 . 

FRUITS  FOR  SALAD 

Fey.,  No.  2% . 

No.  10  . 

GRAPEFRUIT  SECTIONS 

8  oz . 

No.  2  . 

No.  5  . 

GRAPEFRUIT  JUICE 

8  oz . 

No.  1  . 

No.  300  . 

No.  2  . 

46  oz . 

No.  6  . 


GOOSEBERRIES 

Std.,  No.  2 . 

No.  10  . 


PEACHES 

Y.  C..  Fey..  No.  2% . 

Choice,  No.  2% . 

Std.,  No.  2% . 

Fey.,  No.  10 . 

Choice.  No.  10 . 

Std.,  No.  10 . 

. 

Pie,  No.  10 . 

. 

Water,  No.  l6....„. 


2.20 


1.90 

2.05 

1.65 

1.76 

7.25 

6.50 

6.76 

5.60 

6.00 

1.10 

1.16 

4.35 

4.60 

1.50 

1.60 

1.60 

1.60 

7.60 

7.00 

1.05 

1.05 

.92% 

1.05 

1.36 

1.40 

6.00 

6.25 

4.40 

6.25 

6.00 

5.25 

2.26 

2.30 

2.10 

2.25 

1.90 

2.00 

7.86 

8.00 

7.26 

7.60 

6.85 

7.16 

2.20 

2.35 

7.60 

7.76 

Florida  Texas 


.85  1.10 

2.75  2.85 


.70  .72Vj 

1.65  1.67Vj 


1.25  1.36 

6.75  6.00 


1.30  1.36 

1.25  1.30 

1.121/2  1.1714 

4.25  4.50 

4.00  4.26 

3.60  3.76 

3.50  3.90 

3.00  3.10 


Elastern  Central  West  Coast 

Low  Hiich  Low  High  Low  High 


PEARS 


Keifer,  Std.,  No.  2% .  1.86 

No.  10  . 

Choice,  No.  2^4 . — 

No.  10  . — 

Bartlett,  Fancy.  No.  2% .  1.66 

Choice,  No.  2% . 

Std.,  No.  2% .  1.30 

Fey.,  No.  10 . 

Choice,  No.  10 . 


No.  10,  Water. 


No.  10  Pie.  S.  P. 


1.86 

— 

— 

— 

— 

i"9’6 

’i“i6 

iTd'd 

1.65 

1.75 

1.40 

1.50 

1.65 

. 

6.00 

6.25 

5.50 

6.76 

4.90 

6.00 

3.40 

3.75 

3.16 

3.25 

PINEAPPLE 


F.  O.  B.  Honolulu 
Cuban  Mexican  Crushed  Sliced 


No.  1  Flat . .  . 

No.  211  Cyl . 

No.  2  Tall . 

No.  2%  . . 

No.  10  in  Juice .  5.25 

No.  10  in  Syrup . 


.80 


4.25 

4.25 


.4iy2 
182 1/2 


1.25 

6.35 

3.90 


6.60 


PINEAPPLE  JUICE 


F.  O.  B.  Honolulu 


Buffet  . 

No.  211 . 

No.  2  . 

No.  2%  . 

47  oz . 

No.  10  . 

RASPBERRIES 

Black,  Water,  No.  2. 

No.  10  . 

Red,  Water,  No.  2 . 

No.  10  . 

Black,  Syrup,  No.  2. 
Red,  Syrup.  No.  2 . 


STRAWBERRIES 

Ex.  Pres.,  No.  1 . 

No.  2  . 

Pres.,  No.  1 . 

No.  2  . 

Std.,  Water,  No.  10. 


.47% 

.67% 

.80 

.95 

. 

1.87% 

2.05 

1.90 

4.26 

4.60 

1.60 

1.70 

1.60 

1.70 

1.66 

7.75 

7.60 

6.00 

1.45 

1.66 

1.65 

6.50 

6.60 

6.00 

1.67% 

1.80 

1.40 

1.60 

1.80 

1.50 

1.76 

2.00 

2.17% 

iZZ 

1  I  M 
:  :  :  : 

M  : 

Mill 

t  s  :  : 

III! 

:  1  1  :  1 
Mill 

Canned  Fish 

HERRING  ROE 

10  oz . 70  ....... 

No.  2,  19  oz .  1.26  - 

No.  2,  17  oz .  1.12%  1.26 


LOBSTER 

Flats,  1  lb .  6.00 

%  lb .  2.60 

%  lb .  1.60 


OYSTERS  Southern  Northwest  Selects 

Std.,  4  oz .  1.00  1.06  . .  ...„„  ...... 

6  oz .  1.10  .  1.06  1.10  1.10  1.20 

8  oz.  .  1.80  2.10  . . .  1.60  1.66 

10  oz .  2.20  2.10  .  . . 

Selects,  6  oz . .  .......  ...,.„  ......  ....... 

SALMON 

Red  Alaskas,  Tall,  No.  1 . .  2.40  2.45 

Flat,  No.  % .  1.65  1.76 

Cohoes,  Tall,  No.  1 .  2.00  2.00 

Flat  No.  1 .  .  .  . 

No.  %  . . . 

Pink,  Tall,  No.  1 . . .  .  1.40  1.45 

Flat,  No.  % .  .96  . 

Sockeye,  Flat,  No.  1 .  .  ...„„  ...... 

No.  %  .  . .  .  2.00  2.10 

Chums,  Tall,  No.  1 .  1.26  . 

Medium,  Red,  No.  1  Tall .  .  1.85  1.90 

SHRIMP 

Southern 

No.  1,  Small . .  .  1.05  1.16  . 

No.  1,  Medium .  1.30  .  1.10  1.20  . 

No.  1.  Large .  1.36  .  1.16  1.26  . 


SARDINEIS  (Domestic)  Per  Case 


•4  Oil,  Key .  3.96  .  .  . 

%  Oil,  Keyless .  3.60  .  .  . 

Vt  Oil.  Tomato,  Carton .  .  . 

Oil,  Key  Carton .  4.35  4.40  .  . 

%  Mustard,  Keyless . .  3.10  .  .  . 

Calif.  Oval  No.  1,  24’8 . .  .  ..._ . 

Calif.  Oval  No.  1,  48’8 .  .  3.26  4.00 


TUNA  FISH,  Per  Case 


Fey.,  Yel.,  Is,  24*8. 
Fey.,  Yel.,  Is,  48’8. 


Light  Meat,  Is. 


10.00  11.00 
6.60  6.00 
4.20  4.40 

9.60  10.00 

6.60  . 

8.66  8.90 
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WANTED  and  FOR  SALE 

FOR  SALE  — MACHINERY 


CONSOLIDATED  OFFERS:  Copper  and  Aluminum  Cooking 
l!.ettles;  Retorts;  Can  and  Bottle  Labelers;  Glass  Lined  Tanks; 
'umps;  Vacuum  Pans,  etc.  A-1  condition.  Quick  delivery.  We 
buy  and  sell  from  a  single  item  to  a  complete  plant.  Consolidated 
Products  Co.,  Inc.,  18-20  Park  Row,  New  York  City. 


FOR  SALE — One  Buck  Snipper,  practically  new;  one  Urschel 
Bean  Cutter  for  W,  1"  and  IW  cut  beans.  Address  Box 
A-2451,  The  Canning  Trade. 


FOR  SALE — 1  Retort  40x60,  $60;  4  Steam  Jacketed  Copper 
Kettles  75  &  80  gallon  $85  each;  1  Kettle,  tinned,  175  gallon 
$125;  1  100  H.P.  Brickin  Boiler,  pump,  injector,  gauge,  etc.  $200; 
1  Mt.  Gilead  Steam  Evaporator  8  H.P.  $65;  1  Langsenkamp 
Pulper  $300;  4  Boutell  Apple  Peelers  $50  each.  Everything  in 
good  serviceable  shape.  D.  S.  Thomas,  Bridgewater,  Virginia. 


FOR  SALE — One  Buck  Bean  Slicer  only  used  about  30 
hours  $500.00  D.  E.  Foote  &  Co.,  Inc.,  Baltimore,  Md. 


FOR  SALE— FACTORIES 


Well  located  for  crops,  such  as  tomatoes,  corn,  peas  and  beans. 
Price  reasonable.  Address  W.  H.  Freed,  New  Freedom,  Pa. 


WANTED  —  MACHINERY 


WANTED  FOR  USER — Retorts,  Stainless  Steel,  Monel,  Cop¬ 
per  or  Aluminum  Kettle  and  Vacuum  Pan;  Labeling  Machine; 
Filter  Press.  No  dealers.  Box  A-2389,  The  Canning  Trade. 


WANTED  —  CANNED  FOODS 


WANTED — Salvaged  Canned  Foods.  Will  pay  cash  for  rusty, 
buckled  or  close  outs  of  all  kinds  of  canned  foods  in  any  quantity. 
Acilress  Box  A-2420,  The  Canning  Trade. 


SITUATIONS  WANTED 


OSITION  WANTED — As  manager  or  superintendent.  Ex- 
P  bnced  in  handling  full  line  of  fruits,  vegetables,  tomato 
V  ucts,  jams,  jellies.  Address  Box  B-2452,  The  Canning  Trade. 


FOR  CANNING  OR  FREEZING 
FANCIEST  WHOLE-KERNEL  CORN 


CORN  Canning 


EQUIPMENT 


MiE  lUKTiinnEiD*  Westm/nster.Md. 

HUSKERS  —  CUTTERS  — TRIMMERS  — CLEANERS 
SILKERS— WASHERS  and  GRINDERS 


VaHAMPERg 


FOR  TOMATO  PICKING 


HAND 

MADE 

or 

MACHINE 

MADE 


FIVE 

TYPES 

at 

REASONABLE 

PRICES 


RIVERSIDE  MANUFACTURING  CO..  Murfreesboro.  N.  C. 


GETS  RID  OF  WASTES 

THAT  LEAD  TO  LOSSES 

•  The  problem  of  wastes — waste  of  product,  waste  of  time, 
waste  of  overhead,  waste  of  power,  waste  of  fuel — is  solved  in 
Langsenkamp  Production  Units  and  Equipment.  Langsenkamp 
designs  extra  values  into  equipment  to  reduce  production  costs 
and  lower  operating  expenses.  Langsenkamp  equipment  is  not 
merely  just  as  good,  or  a  little  better — it  establishes  new 
standards  of  efficiency  and  performance — supplies  profit  pro¬ 
tection. 

Complete  Equipment  for  Tomato  Products  and  Pumpkin 

F.  H.  LANGSENKAMP  CO. 

Efficiency  in  the  Canning  Plant" 

Indianapolis,  Indiana 


TTi'  YOU  WANT  good  2nd  hand  ma- 
“  chinery  — ASK  FOR  IT.  State 
your  wants  on  the  “Wanted  and 
For  Sale”  page. 

IF  You  have  good  used  machinery,  no 
longer  needed,  turn  it  into  cash — 
Advertise  it  on  this  page. 

IF  You  want  to  rent  or  to  buy  a  can¬ 
nery — or  if  you  want  to  rent  or  to 
sell  your  plant 

Say  So  on  this  page 
THE  COST  is  very  small. 

The  rates — straight  reading,  no  display: 
One  time,  per  line  40c 
Four  or  more  times,  per  line  30c 
Minimum  charge  per  ad.  $1.00 
Count  eight  average  words  to  the  line. 

THE  CANNING  TRADE 

The  Business  Journal  of  the  Canned  Foods  Industry 

BALTIMORE,  20  S.  Gay  Street  MARYLAND 
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Wh  crc  To  Buy 


Smile  Awhile 


— tha  Machinary  and  SuppUaa  you  naad  and  tha  laading  housaa  that 
supply  tham.  Consult  tha  advertisemants  for  details. 


There  is  a  saving  grace  in  a  sense  of  humor 
Contributions  Welcomed 


ADHESIVES 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 


APPLAUSE 


BASKETS,  (wood)  picking 

Riverside  Manufacturing  Co.,  Murfreesboro,  N.  C. 

BOOKS,  on  canning,  formulae,  etc. 
The  Canning  Trade,  Baltimore,  Md. 

BOXES,  Corrugated  or  Solid  Fibre 

Eastern  Box  Company,  Baltimore,  Md. 


A  parrot  was  sitting  in  the  salon  of  a  luxurious  steamer 
watching  a  magician  do  tricks.  The  magician  served  notice 
that  he  was  now  going  to  do  a  trick  never  before  accomplished. 
He  pulled  up  his  sleeves  and  then  proceeded  to  make  a  few 
fancy  motions.  Just  at  that  moment  the  ships  boilers  blew 
up  demolishing  the  ship.  About  five  minutes  later,  as  the 
parrot  came  to,  floating  about  the  ocean  on  a  piece  of  drift  wood, 
he  muttered:  “Damn  clever,  damn  clever.” 


CAN  MAKING  MACHINERY 

Cameron  Can  Machinery  Co.,  Chicago,  Ill. 


She:  I  want  a  man  who  doesn’t  drink,  smoke, 
philander. 

He:  What  for? 


CANNERY  SUPPLIES 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corp.,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 


“I  saw  a  man  today  who  has  no  hands,  play  the  piano.” 
“That’s  nothing.  There’s  a  girl  upstairs  who  has  no  voice 
and  sings.” 

Mama:  Johnny,  if  you  eat  any  more  pie  you’ll  burst. 
Johnny:  Well,  pass  the  pie  and  get  out  of  the  way. 


CANNING  MACHINERY  AND  EQUIPMENT 

Ayars  Machine  Co.,  Salem,  N.  J. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corp.,  Hoopeston,  Ill. 

Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

LaPorte  Mat  and  Mfg.  Co.,  LaPorte,  Ind. 

Morral  Bros.,  Moiral,  Ohio 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Sinclair-Scott  Co.,  ^Itimore,  Md. 

United  Company,  Westminster,  Md. 


CANS 

American  Can  Co.,  New  York  City 
Continental  Can  Co.,  New  York  City 
Crown  Can  Company,  Philadelphia,  Pa. 
Heekin  Can  Company,  Cincinnati,  Ohio 
National  Gan  Corp.,  New  York  City 


WHY  THE  CASE  WAS  DISMISSED 

A  young  man  had  been  arrested  for  kissing  a  pretty  girl,  and 
she  was  on  the  witness  stand. 

“You  say,”  said  the  attorney  for  the  defendant,  “that  this 
young  man  kissed  you  against  your  will?” 

“Yes,  he  did,  and  he  did  it  a  dozen  times,  too.” 

“Well,  now,  is  it  not  true  that  you  also  kissed  him  during 
the  affray?” 

Objected  to;  Objection  overruled. 

“Now  answer  my  question,”  continued  the  attorney.  “Did  you 
not  kiss  the  defendant  also?” 

“Yes,  I  did,”  replied  the  witness  indignantly,  “but  it  was 
in  self-defense.” 

“And  there,  son,  you  have  the  story  of  your  dad  and  the  great 
war.” 

“Yes,  dad,  but  why  did  they  need  all  the  other  soldiers?” 


CAN  SEALING  COMPOUND 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 


INSURANCE 

Lansing  B.  Warner,  Inc.,  Chicago,  IlL 


LABELS 

Gamse  Lithographing  Co.,  Baltimore,  Md. 
R.  J.  Kittredge  &  Co.,  Chicago,  Ill. 
Piedmont  Label  C!o.,  Bedford,  Va. 

Simpson  &  Doeller  Co.,  Baltimore,  Md. 


OVERBOARD 

“What’s  the  difference  between  a  drama  and  a  melodrama?” 
“Well,  in  a  drama  the  heroine  merely  throws  the  villain.  In 
a  melodrama  she  throws  him  over  a  cliff.” 


The  master  of  ceremonies  at  a  banquet  table  awakened  a 
guest  at  his  right  by  tapping  his  bald  head  with  the  gavel, 
while  the  last  speaker  was  holding  forth  before  a  large  and 
exhausted  audience. 

“Hit  me  again,”  the  aroused  snoozer  implored,  “I  can  still 
hear  him.” 


PEA  HULLERS  AND  VINERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Frank  Hamachek  Machine  Co.,  Kewaunee,  Wis. 


SEED 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
Gallatin  Valley  Seed  Co.,  Bozeman,  Mont. 

Rogers  Bros.  Seed  Co.,  Chicago,  III. 


SALESMANSHIP 

Salesman  (beginning  to  unroll  his  samples) :  I’d  like  to  show 
you — 

Merchant  (emphatically) :  No,  no.  I’m  not  interested. 
Salesman  (eagerly) :  But  won’t  you  take  even  a  little  peek? 
Merchant:  No,  take  them  and  get  out. 

Salesman  (wistfully) :  Well  would  you  mind  if  I  looked  at 
them  myself?  I  think  they  are  so  nice. 


SUGAR 

Com  Products  Salas  Co.,  New  York  City 


The  professor  rapped  on  his  desk  and  yelled,  “Gentlemen 
order!” 

The  entire  class  shouted:  “Beer!” 
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CAN  STOP 


STEAM 

COIL 


ROBINS  HORIZONTAL  RETORT 


Equipped  for  coolirg  under  pressure 


Tt  ^  CANNING  TRADE  •  September  23,  1940 


LABELS 


ORIGiNRL.RRTISTIC  IN 
COLOR  8(  DESIGN  \ 


^ehi/erg^ 


Any  diameter  or  length.  Equipped 
M’ith  various  types  of  square  or  round 
crates  for  loading  truck  from  track  or 
loading  by  means  of  special  truck. 
Write  for  particulars. 


General  catalog  upon  request. 


A.  K.  ROBINS  &  CO.,  INC., 

Manufactures  of  Canning  Machinery 

BALTIMORE,  •  MARYLAND 


_ _  .  PSA  ADJUSTMENT— % 

AYARS  Latest  10  Station  .,ou,nAojus 

LIQUID  ADJUSTMENT^ 


New  Perfection 

PEA  &  BEAN 
FILLER 


Has  two  separate  Briners  over  funnels,  dis¬ 
pensing  half  of  the  brine  before  the  peas 
and  the  balance  on  top  of  the  peas. 

Having  ten  Pockets  brine  has  ample  time  to 
soak  in  the  peas  before  leaving  the  funnels. 
This  materially  increases  speed. 

New  Design  for  High  Speed. 

Large  Revolving  Hopper. 

Also  make  a  5  pocket  Pea  and  Bean  Filler. 


N0.2-J  N0.1- 


-REVOLVINC  HOPPER 


CHANCE 

GRADE 


FOR  FILLING 
PEAS,  BAKED  BEANS, 
LIMA  BEANS,  RED 
KIDNEY  BEANS,  WHOLE 
GRAIN  CORN,  HOMINY, 
DICED  BEETS,  DICED 
CARROTS,  Etc. 


AYARS  MACHINE  COMPANY,  Salem,  New  Jersey 


CAN  CO«*», 


their  operations  under 


successful  trip  through 


competent  technical 


canning  season. 


lidently  rely  upon 


doubts  about  Can 


supplies  lor  the  daily 


mechanical  staff. 


SO»»rJ>fABT  OF  TtH  JFI-AT*  COSFORATtdir  '  ^ 

s.iM<j*kte«iAT»«i^  «  mtwTonorrr  *  mraio«  .  HASPetB»i»,T-  *  Chjcaco  •  bostow  ,  t>sT»on  .  HKtttvtGH.Qmo 


